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ONE Happy Cnristmas Eve ) 


meaning your wife, 
SIR ADAM, with the 
silver gift you give her 


Being one of Eve’s daughters her feel- 
ings and instincts are just as femi- 
nine as the curl of her hair or the 
curve of her mouth. 


So it’s simply feminine and natural 
that she should adore nice things. 
Pretty clothes, so that she looks nice 
to herself ... and to you. A table 
that smiles and sparkles with radiant 
silverware ... for her... and for 
you, too. 


And being one of Adam’s sons you'll 





pe ECan 
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UNDER $5 
-Jelly Server... $1.75 
Mayonnaise Ladle 2.25 
Cold Meat Fork 2.50 
Tomato Server 3.25 
Berry Spoon . . ---, 3,80 
© Coffee Spoons .. 375 
Dessert Server........... 4.25 


made for that. But Christmas, and 
silver gifts, were made just to change 
the situation. 


Let your dealer show you the silver- 
ware to make your wife a happy 
Christmas “Eve” on Christmas day 
... and for long, long years to come, 
for 1847 ROGERS BROS. Silverplate 
is guaranteed without time-limit. And 






$20. TO $30 2 
Gravy Boat and Plate... 25.2.2... $20.00 





A sparkling new booklet has been prepared, 
intensely interesting to anyone thinking of 
silver. It’s called“ WaT THE WELL-DRESSED 
TasLe Witt Wear IN SILVERWARE” .. . and 
it’s yours if you simply address Dept. “E,” 
International Silver Company, Meriden, 
Connecticut, and ask for booklet M-23. 


se" 
eas 





strive to please her. Especially at you needn’t be a Wall Street magnate XY [Aa sé 1S 
such a mellow season as Christmas. to buy her 1847 ROGERS BROS.... es 
Perhaps she’s been struggling along even though it’s the finest of all silver- OVER $30 
resignedly, using a lot of old and ill- plate. For it’s really inexpensive . . . nenbemd NS nace 
assorted silverware for 1,000 meals a as the prices quoted, for your con- Pieces of 8, 34 pes. in chest shown above, 43.50 
3-pe. Tea or Coffee Set................ 65.00 


venience, on this page will prove. 


year! No woman’s pride was ever 





———————————F 
J 
$5 TO $10 
6 Oyster Forks |. .. 85.25 
6 Iced Tea Spoons .. 6.00 
6 Butter Spreaders 6.25 
6 Ice Cream Forke .. . 6.25 


One advantage of 1847 ROGERS BROS. Silverplate ie the 
range of patterns. You can find patterns to harmoniee perfect- 
ly with any you have now. Patterns (left to right) Ancestral, 
Auniversary, Legacy, Silhouette, Argosy and Ambassador. 


GERS BROS: 


> 2% ¥ A tT € 
INTERNATIONAL SILVER CO 
INTERNATIONAL SILVER COMPANY OF CANADA, 


7.50 
7.50 
8.50 


6 Salad Forks 
6 Cream Soup Spoons 
6 Pie or Pastry Forks 


1BA7 RO 







CHICAGO, SAN FRANCISCO CANADA: LIMITED, HAMILTON, ONTARIO 


SALESROOMS 


+ NEW YORK, 











This Christmas-silver story will be told to millions of readers in the December issues 
of Ladies’ Home Journal, Good Housekeeping, Woman’s Home Companion, McCall’s, 
Cosmopolitan, Red Book, Vogue, Vanity Fair, House & Garden, Harper’s Bazar, Better 


Homes & Gardens, American Home, Farmer’s Wife, Household and Modern Priscilla. 


1847 ROGERS BROS: 


Eno ME 
SILVER 


CO. a 





INTERNATIONAYI 








. S. A. Entered as second 


New York, N. Y., U 
$3.00 per year. Single copies 


8. A.)’ 


HARDWARE AGE, published weekly by the IRON AGE PUBLISHING CO., 239 West 39th Street, 
class matter May 22, 1913, at the Post Office at New aaa may — Act of March 3, 1879. 
c. each. 


(Printed in U. 
Vol. 124, No. 22. 
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use the new EAGLE 
FLATTING OIL.. 


Although Eagle Flatting Oil was intended 























primarily for use with Eagle White Lead 
in producing glossless, washable interior 
finishes, it has become very popular as a 
glazing liquid. 

When used for glazing or blending it 
should be mixed with any high grade flat 
varnish that really dries flat. It sets very 
slowly, has a high spreading rate, flowing 
smoothly under the brush. One gallon 





covers about one thousand feet. Colors 

blend beautifully and easily. 

If there is any particular use of Eagle 
Flatting Oil you are interested in, write us 

a note and we will gladly supply detailed 


information with formulae. 


The EAGLE-PICHER LEAD CO. 
134 North La Salle Street, Chicago 











and 
gee 
WITH THESE IMPORTANT ADVANTAGES y 
1 When used with Eagle White Lead, 4 When mixed with any high grade 
it dries to a beautiful, glossless flat varnish, that really dries flat, it 
finish — easily washed. For all types makes an excellent glazing and 
ofinterior painting of walls, ceilings blending liquid for tiffany effects — 
or woodwork . . forplain flat or egg- because it sets slowly. 
shell finishes, tiffany, mottled, etc. Makes a fine undercoating for 
enamel when used with Eagle 
2 Does not show brush marks. White Lead, Heavy Paste. 
3 Mixed with a little spar varnish it (Comes in quart and 1-gallon cans 
makes an excellent bronzing liquid, and 5-gallon drums. All packages 
either with aluminum or bronze equipped with easily-opened 
powder. “* Upressit”’ caps. 
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Tests are conclusive 


T PROVE the open waterway of 


Bull Dog Cord Hose we tried a number of 
interesting experiments. The hose was bent, 
twisted and knotted in every conceivable way, 
and still it didn’t kink. The round outside 
diameter showed no creases or sharp corners, 
proving that the wall of the hose held its firm 
shape and structure. 

Water was then poured in from a funnel at 
one end of this knotted hose and began to run 
out at the other end with amazing promptness. 
The faster it was poured in, the faster it ran 
out, until the laboratory men begged us to stop 
for fear of a flood. 

Still one or two were not convinced. So a 
handful of white powder was placed in one 
end of a 50-foot length of hose knotted and 











twisted as closely as possible and one of the 
experimenters blew through the hose. The 
chap at the other end was immediately con- 


vinced. 

We have also tested Bull Dog hose in actual 
service under all sorts of conditions. It has lain 
all summer through drenching rains and 
under the broiling July sun on golf courses, 
subjected tothe roughest handling by park and 
cemetery employees, florists and gardeners, 
and dragged over broken ground and excava- 
tions by contractors in modern building and 
general construction. 

No test—experimental or prac- 
tical—has found a. weakness in 
Bull Dog Cord, the new garden 
hose that is really flexible! = 






















{product of THE BOSTON WOVEN HOSE AND -apigree Co. 


CAMBRIDGE, MASSACHUSETTS U.S.A. 
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Fen rine mechanics constitute a great market for Saws, 
Tools, and Files. Disston is making: new customers for you 


by advertising to these “handy men” in Popular Mechanics, } etemetl 


Popular Science Monthly, and other national magazines. 


How to File Circular Saws 


Told by the World’s Foremost Makers of Saws 


ISSTON Circular Saws, and all other Disston 
Saws, are made of Disston Steel, from Disston’s 
own steel furnaces. The cutting qualities of this steel, 
and the skill of Disston craftsmen, made Disston the 
world’s foremost saw makers. 
You want Disston Steel in your circular saw. There 
is no substitute for it. This steel takes and holds a 


keener cutting edge; cuts easier, and stays sharp 
longer. In great lumber mills, Disston Circular Saws 
are standard equipment. You will find that you, too, 
can do better work if you use only Disston Saws in 
your home workshop. 

Ask for Disston! Circular Saws and Band Saws, 
Hand Saws, Hack Saws, and, of course, Disston Files. 





Files for the Wood Worker 


Disston Cabinet Files on teeth) for smooth- 
ing and finishing w ‘aces, easing tight 
doors and drawers, poy Disston 

Rasps (coarse teeth) for rough and fast cut- 
ting, enlereing holes, etc, Half-round 8” 
Cabinet File, 65c. Flat 8” Wood Rasp, 50c. 








Handiest of Pocket Levels 


For truing up construction work, levelling 
shelves, etc., use a Disston Featherweight 
Pocket Level. | It is the lightest and handiest 
level made. tongs 9”; weight, 2 oz. _ 
plane aluminum. hree proved glasses, $1.25 





For Cutting Dovetails, etc. 


Wherever the finest possible joint is needed, 
and for dovetailing, pattern making, etc., use 
a Disston No. 68 Bovetail Saw. Blade extra 
thin, with fine teeth. The 8” blade, 17 points 
to inch, is most popular. $1.60. 


A Disston Circular Saw on 
a Portable Bench Machine 


Sp sharpen small circular saws, you need a filing clamp 
or vise; the proper files, and a saw set, or an anvil and 
hammer, to spring the teeth. The Disston No. 7 Circular 
Saw Filing Vise is handiest, taking saws from 4” to 16”. 
On cross-cut and combination saws, use Disston Taper 
Files, 6” or 7”; on circular rip saws use Disston Mill Files, 
6” or 7”, with one round edge. 

First joint the saw, getting all teeth same length. Do this 
by turning saw backward by handon mandrel, holding emery 
stone lightly against tops of teeth until all are touched. 

Then put saw in vise and set the teeth, 

using a Disston No. 18 Triumph Saw 

Set (Illustrated; $1.50). Be careful not 

to carry the set down too far on the teeth. Follow the 
original set of your saw. Note that one tooth is set to the 
right and the next to the left. 

Next file the teeth as near to their original shape as possible. 
Keep all gullets of same depth and width. Bevel teeth 
alternately, following original angles. In filing, do not 
reduce length of teeth: simply bring them up to a sharp 
point. Bevel on both face and back should be about one- 
third the length of the teeth. 

On a combination novelty saw, which cross-cuts, rips, and 
miters, do not set the raker teeth; set only the scoring teeth. 
No teeth of a hollow-ground combination saw should be 


Your hardware dealer has in stock; or = get for vou Th 
quickly, Disston Circular Saws for any machine. 


J set. Do not bevel raker or cleaner teeth, but file them 
; I straight through. 


DISSTON 


Makers of ‘THE SAW MOST CARPENTERS USE” 


Published in the interests of the hardware trade by HENRY DISSTON & SONS, INC., PHILADELPHIA, UW. S. A. Canadian Factory, Toronto 





**TheSaw MostCarpenters Use” 


The two handiest saws for the home work- 
7 are the 26-inch 8-point for cross-cutting. 

the 26-inch 5'4-point for ripping. You 
will need these on almost every job. The 
popular “D-8” Lightweights cost $3.45. Many 
other styles and sizes to choose from. 





Band Saws for Better Work 


Disston “Thin Gauge” Narrow Band Saws 
are 2 to 3 gauges thinner. They run better 
on machines with wheels up to 26” diameter. 
Saw 9’ 8” long, 14” wide, 25-gauge, brazed, 
$2.03. Other sizes in proportion. 





Disston Combination Saw 


This type of Circular Saw, known as a Com- 
bination Novelty Saw, does cross-cutting, 
ripping, and mitering equally well. It is made 
either flat ground for general work or hollow 
ground for smoother cutting. 
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IT IS THE 


GENUINE 


You don’t have to beat around 
the bush with any explanations 
about the genuineness of the 
Walworth Master Stillson. It is 
the genuine Stillson and needs no 
reputation but its own to sell it. 
The good name of the Walworth 
Stillson goes straight back sixty 
years to the first wrench that 
Dan Stillson made for Walworth. 


Its new red handle identifies 
the genuine Master Stillson as 
having tougher, heavier teeth 
than even its genuine predeces- 
sors... and working parts which 
have been strengthened by the 
new Walworth pyrochron pro- 
cess of heat treatment. 


The word “genuine” means 
something to men who know 
wrenches. And it will mean more 
sales to you. 


WALWORT 


Teeth That 
KEEP 
Their Bite 








Walworth International Co. Distributors in Principal Cities of the World Walworth Company Limited 
Foreign Representative, 11 Broadway, N. Y. General Sales Offices: 51 E.42nd St.,New York 620 Cathcart St., Montreal, P. Q. 











~> STILLSON 
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INSIST UPON THE ORIG 





Write now---today---for a 
miniature sample roll of 
U. S. POULTRY FENCE! 
A request on your firm 
letter-head will bring this 
free sample promptly. 


Makers Also of 


IMPERIAL Fence 
Gates---Steel Posts 


A Complete Line of 


Farm Fence 
Hog Fence 
Poultry Fence 
Lawn Fence 
Farm Gates 
Lawn Gates 
Steel Posts 
Flower Border 
Trellis 
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AIRPLANE VIEW OF “THE LARGEST AND MOST MODERN SHOVEL PLANT IN THE WORLD” 








Progress Pays Back 


wu the lowly shovel no skyscrapers, 
no railroads, no mines would exist. Pro- 
gress owes a mighty debt to shovels . . . and she 
is paying back in full. 


This massive modern plant of The Wood Shovel 
and Tool Company is Progress’ contribution to 
the shovel industry. Here, thousand upon thou- 
sand of Wood shovels {“Moly,” “Big Fist,” 
Piqua”) are produced with uniform toughness 
and hardness—with even hang and balance. Buy- 
ers and users, alike, are quick to perceive their 


economy in wear — their efficiency in service. 


THE WOOD SHOVEL AND TOOL CO. 


PIQUA, OHIO 










: 
¥ 
i 
% 








HARDWARE AGE for NOVEMBER 28, 1929 9 





CRs 


come 
to life. 
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AKATA 





TRUE CTTTUETV TTT 


0A. simplified line of 


rust-resisting tacks gis sales- 
producing display boxes 


Here, at last is a brand of tacks, which has 
caught up with the mugige meechandiaing trend 
—not only caught up; but even gorea step 
ahead. For this announcement invelves*a. new 
product, a new line and a new package,=all. of 
which are the result of years of intensive study 
by a progressive tack manufacturer. Now, tacks 


can become a satisfactory, profitable item of 


small hardware for the trade to handle, rather 
than occupying the position of a necessary evil 


A Rust-Resisting Tack 


Even the product itself is entirely different. 
BaKATAX are treated by a special process which 
makes them rust-resisting. This combines with 
other quality features to make Bakatax a highly 
satisfactory product to stock and sell. 


Less Stock — Faster Turnover 


In the past a complete line of tacks has con- 
sisted of over a hundred kinds and sizes. The 
line of Bakatax has been scientifically sim- 






GEO. BAKER & SONS, INC. 
BROCKTON, MASS. 





plified to cover every ordinary need with half 
that number. Now the trade can carry smaller 
stocks, speed up their turnover, and get a 
greater profit for each dollar invested. 


A Colorful Package 


Not content with a modern product and a 
modern line, the manufacturers of BAKATAXx have 
gone a step further—a step practically unheard 
of in the tack field. They have put BaKkatax in 
attractive green, black and white papers, with 
the size of the particular tack pictured on the 
top. Twelve papers fill a carton of the old size 
~—but what a difference! The green, black and 


“white color combination is used here, too, and 


every carton automatically becomes an attrac- 


‘tive-display as’shown at the top of the page. 


And New Profits 


The new—Bakatax merchandising plan has 
been develeped-with the idea of making tacks 
more attractive, easier to sell and more profit- 
able. Now they cap be displayed better, sold 
faster and will giveé=greater satisfaction. More- 
over, a complete ste@k will cost you less be- 
cause of the simplifiedQine. All of which comes 
right down to one thin}—Prorits in Bakatax. 






Send for FREE Sample 


See for yourself what Bakatax offer you. Write for 
free sample and give the name of your jobber. 
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RED STREAK’ | 


Steps Up Your 
HACK SAW Sales 


This is the new 
and better hack saw 
made by SIMONDS 
and developed after 
over a year’s study and 
factory tests. ItisBY FAR 
THE BEST HACK SAW 
EVER MADE. Hardware 
Dealers in every section recog- 
nize it as a big sales booster and 
are taking it on quickly. It’s the 
“RED STREAK.” It is distinctive 
and the quality is high. The blade 
with the RED END. 

Ask your jobber about it. Order a 
supply from him and beat competition 
while getting more HACK SAW PROFITS. 


Look into it now. 


SIMONDS SAW and STEEL CO. 
“The Hack Saw Makers” 


“Established 1832” FITCHBURG, MASS. 
8 Factories 15 Branches 


SIMONDS 


“RED STREAK” 
HACK SAW BLADES 




















SPAR 3) Ere 





Sear a 
aby See RN ae as: 


“4 
os 

















HARDWARE AGE for NOVEMBER 28, 1929 


a: 
LOCKS 


AND FINISHING 
HARDWARE 











Ever since the modernistic idea touched the building industry, 
manufacturers of building hardware have been experimenting 
with modern designs. Penn has held back—held back until 
sure that well-designed modernistic hardware possessed real 
sales value. We now call to your attention a complete line of 
modernistic designs which are attracting unusual attention 
wherever they are displayed—designs possessing great 
value as out-of-the-ordinary leaders for a line of finishing 


hardware. Ask your hardware jobber or write us direct. 





PENN-VOTAW PENN-VINDEX PENN-VARNIA  PENN-VILONA PENN-VIGO PENN-VINSON 
PENN HARDWARE COMPANY - Reading - Pennsylvania 
BOSTON CHICAGO LOS ANGELES NEW YORK CITY - PHILADELPHIA - SAN FRANCISCO 
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Its hard, smooth surface provides no lodging place for 
food particles. 





PYREX Ovenware will not crack or break from oven 
heat. The glass absorbs and retains heat. 





One dish does the work of three—bakes, serves, stores. 
Dishwashing is minimized. Food is kept hot longer. 








A glance through the clear dish shows baking progress 
—identifies contents in the refrigerator. 












PYREX Ovenware harmonizes with the finest dinner 
service; never discolers, chips or crazes. 








Housewives appreciate the feeling of reliability ef- 
fected by our liberal replacement policy. 





.. 


1... RES. 8.5. PAT. OFT. é 
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Every 
blade 
tested 
to split 
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Every 
driver 
tested 
before 





screw 


head 








































The 
blade 
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Like the= 
Talking Pictures 


Talking pictures have increased the attendance at 
theatres—Champion Screw Drivers have increased the 
sale of screw drivers because they talk quality and move 
screws. 


CHAMPION 
Screw Drivers 


are champions in performance as well as in name. They 
drive screws straight home to the satisfaction of every 
customer. 


Blade forged from toughest steel, tempered exactly 
right, shrunk into a solid malleable bolster which rests 
in a heavy ferrule, while the tang (which forms a part 
of the bolster) enters and passes nearly through the 
handle. No turning in handle. 





25 sizes from the 11%4’in. Special to the 30 in. Blade 
Length. 


Your Jobber will supply you. If not, write to us and 
we will refer you to the nearest Jobber who will. 


BEREE RAL 
(HARDWARE COMPANY ) 
BWItiwitt 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN., U. S. A. 


New York Office: 151 Chambers Street 


Established 1854 Incorporated 1864 
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Ven me how you cut Sereen Cloth 


—~and Iwill tell you 
the profit you make” 


It doesn’t take much wastage in a roll of 
screen cloth to turn it into a non-profit 
item. Neither does it take much of the 
clerk’s time in measuring, marking and 
cutting to make asmall sale unprofitable. 
That’s why Rey nolds Screen Cloth 

is made with a Sun-Red Enameled 
Hdge, plainly marked at 6-inch inter- 

vals. Your clerk saves time because it’s 
already measured and marked—ready 
for the shears. Exact measurement that 
guarantees full roll-usage for you, and 











The only trade- 
marked and self- 
measured Screen 
Cloth made. 


REYNOLDS 
WIRE CO. 


a full money’s worth for your customer. 
Besides identifying quality screening for 
your trade, the Red Edge prevents rust 
under nailing strips. 

Dealers are making new profits in 
screen cloth through Sun-Ked Edge 
Black Painted, Copper-Bronze, and 
AluminA—a screen of twice the wear of 
the ordinary galvanized kind. Let us 
show how you can do it—with our new 
sales-building window displays. For sale 
through jobbers only. Write us. 


SUM HEL EDEL; 


Py ‘ Naa 
SLLf+ BCRLE 


SAN Ye te Me, eq * 


TRADE MARK REG. 


+e 
one 


t 











Face 
The Facts 
1 Samer ores 


clastic on eat doubly protects 
Salton ane from moisture which 
a nailing strip. 
Sun-Red Edge » is the first and only 
Self-Measured Screen a. 


Measure marked every six 
—accurate as a tape line. 


Sun- Red Edge Screen Cloth is 
perfectly woven with beads inet 
uniform mesh—only possible with 
wire drawn round and true. It is 
furnished in eneng Black 
Painted, and Copper Bronze. 


In the painted cloth, Red Edge 
black paint is elastic and won't 
crack eT It’s the paint that pre- 
vents rust. 


In AluminA Cloth, soft gray fin- 
ish, Sun-Red E dge is electro- 
plated with 10 heavy zinc coats. 

t’s the zinc that prevents rust. 
Wears twice as long as the ordi- 
nary galvanized cloth. 


si i- Red Edge cloth is furnished 
ree f y in ONE PIECE rolls of 100 
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towering webs 
of STEEL 


Twenty—thirty—forty stories in the air, 
metal ribbed skeletons throw their shadows 
against the sky. Brawny arms of giant 
cranes lift massive members into place. 
The chatter of active hammers tells you that 
far up in the framework men are locking 
the girders with rivets of white hot steel. 


Wherever you see steel structures going 
up, you will find W&B drills and reamers 
proving the rugged dependability that has 
made them famous. 


For after 78 years devoted to the service 
of industry W&B continues to set the 
pace in the design and manufacture of 
cutting tools. 


WHITMAN & BARNES 


DETROIT, MICH. 


Canadian factory: Canadian-Detroit Twist Drill Company, Ltd., Walkerville, Ont. 
TOOL MAKERS FOR 78 YEARS 
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A Typical Duluth Installation—C. W. & R. Thatcher, Asbury Park, N. J. 


display sells more goods than good salesmanship. Duluth store display and equip- 

ment places any hardware store in position to increase sales volume 25% or more 
and to raise the standard in selling quality merchandise. It does this along definite, scien- 
tific lines. It replaces gamble with certainty. It makes possible a profitable business and 
growing good will. 


M “ascias business calls for modern scientific methods in retail merchandising. Good 


Duluth Display sells more goods because it shows more goods—forces to 
the rear of the store, making the back shelves produce as well as the 
front—permits a larger stock in less space—eliminates dead stock— 
enables you to concentrate on goods that pay—forces the sale of quality 
hardware—saves time in selling—attracts new business because buying 
is made pleasant—increases self-service, involuntary sales. 


Consider the many detailed advantages for your Store in Duluth 
Service. Write today for full information and brass tacks testi- 
mony from a hundred stores. Booklet A119. 


DULUTH 


STORE EQUIPMENT 
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M,3 Alone in its Field... 
F The *5051 Mortise Bolt Lock 


A Lock of Many 
Uses 


There are dozens of places 
about the home where 
this Mortise Bolt Lock can 
be used to excellent advan- 
tage. 


Features 


Simplified gear move- 
ments insure positive bolt 
action. 


A long solid steel bolt with 
% inch throw (or % 


A few of them are: inch throw if desired) 


Closets offers infinitely greater 
Chests security than any other 
Cabinets type now on the market. 


Cellar Compartments 
Garage Doors 


Sheds 


A drilling template and 
complete set-up instruc- 
tions simplify the assem- 


bling of it. 
In fact, any door that is iinieendes 


to be opened from the out- 


side only. The neat, attractive ap- 


pearance with small un- 
usual design is in keep- 
ing with the best sur- 
roundings. 


By the use of this lock a 
much neater job can be 
done than with a clumsy 
hasp and padlock, and the 
customer will be pleasant- 
ly surprised to find how 
little difference there is in 
Ee . cost. 


All materials and parts 

used in the construction 

of the cylinder are guar- 
* anteed rust-proof. 





Complete instructions are 
furnished with each lock 
to make home installation 


Each lock is packed in an 
attractive two-color indi- 
vidual carton. 





easy. 
ITCHBUR 
B Brandes ) . Key Blanks 
te 183 — NEW YORK This company has leng 
" CLEVELAND been known as the lead- 


523 Commerce Street 


<* 
Philadelphia, Pa. CHICAGO® “ 


ing manufacturer of key 







4 Warren Street DENVER ynwwe blanks and key machines. 
New York City SAN FRANCISCO 4 on Completeness of the line 
121 Second Street KANSAS CITY® —-*ST. LOUIS —quality of the product 


San Francisco, Calif. 

: 2109 Cass Avenue 

% Detroit, Mich, 

ay 406 Wall Street 

1a Los Angeles, Calif. 

re 414 North Gay Street 
Baltimore, Md. 


and quick service from 
our branch offices, are 
reasons why the FIL©OO 
Key Blank is everywhere 


()|NDEPENDENTIOCKCodp ““"“*" 


ty, 


OS ANGELES ATLANTA 4 





FACTORY AND\GENERAL OFFICES 


i FITCHBURG,\MASS.., U.S. 
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hose by its 


s 


Goodrich 
—@ Rib Cord 
" 





Every independent dealer should 
carry Goodrich Maxecon Garden 
Hose {in the Gold Wrapper} 


mes you order garden hose for next 
spring’s sales you need to know these 


important facts! 


Instead of dozens of brands, dozens of 
grades which are so hard to choose from, 
there will be one hose, so advertised and so 
well known to the public that it will be easier 
tosell, and surer tosatisfy, than any hoseever 
made before. That hose is Goodrich Maxecon 
—to be packaged this year in a gold wrapper! 


But, moreimportantstill—Goodrich offers 
an advertising and merchandising plan to 
every dealer who sells this hose. It is a plan 
that not only helps sell more garden hose, but 
shows you definitely how to advertise your 
whole store. Without question it will in- 
crease the sales of every line you carry! 


Goopricu Maxecon 
Garden Hose 
{ine the Gold Wrapper } 


Goodrich Maxecon 
@ Ga 





| Gory Wrapper 


vam repent 


| Just one of the 
rden Hose full-page advertise- 
ments which will be 
seen by hundreds of 
your customers 
and prospects. 


This plan, however, not only tells how to do 
these things, but provides a definite means of 
doing them. Any dealer who studies it and 
applies it will be a more successful merchant 


in 1930. 


Here are a few of the things it covers: 
1. What kinds of advertising should the hardware 
store use? 
2. How to use direct mail advertising. 
3. When should a hardware store use newspaper 
advertising? 
4. The modern hand bill—for increasing sales in 
every line. 
. Prices and chain-store competition. 


uu 


6. How to sell garden hose. 


How to Get This Merchandising Plan 


Jobbers and jobbers salesmen have copies and full 
information. If your jobber cannot supply you with 
Goodrich Maxecon hose, write to The B. F. Good- 
rich Rubber Company, Established 1870, Akron, 
Ohio. In the west, Pacific Goodrich Rubber Com- 


pany, Los Angeles, California. 


Gsoodrich makes a contribution 
to the independent hardware dealer 








THE B. F. GOODRICH RUBBER COMPANY 
Akron, Ohio 


chandising Plan. Please send full information. 


Name 


HA-11 


Gentlemen: I am interested in the Goodrich Mer- 














Address. 























iculars 
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The biggest profits come from repeat sales to 
satisfied customers because those sales carry 
the lowest sales expense. Yet profit today on 
every sale is quite as important as the expec- 
tation of profit tomorrow. Tire sales next year 
will pay a real profit to the man who makes 
his legitimate profit today—selling a good tire 
at a price that meets competition. 

For more than seventeen years, Pharis dealers 
have been making a satisfactory profit because 


they have always been able to meet competi- 
tion while selling a quality tire. 


Because not one cent of their legitimate profit 
is taken to pay expenses of factory branches, 
company owned stores and warehouses, 
Pharis dealers today meet their new competi- 
tion and smile. Can you? 


If you want satisfactory profits, too, write for 
the Pharis proposition. 


The Pharis Tire & Rubber Co. 


Newark, Ohio, U. S. A. 





THE 
PHARIS 
IDEA 


Seventeen years ago 
Carl Pharis said: “If 
we build a good tire 
and sell it without 
warehouses, stores, 
branches or salesmen, 
to responsible concerns 
who pay their bills, we 
can undersell our com- 
petitors and furnish a 
better product.” 








PHARIS 
DEALERS 





A SAR AR A kM NN 
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Here is the New 
American Radiant 
Heater 


New Design and Style 
New Improved Features 
New Operating Convenience’ 
Beautiful New Finish. 


You will be pleased with the artistic design 
of the new American Radiant Heater. You 
wili like its simple, graceful lines; the pleas- 
ing harmony of the new, modern color finish. 


And you'll be delighted with its convenience 
and ease of operation. Just touch a match to 
the American Instant Lighter; wait less than 
one minute—then open the fuel valve and the 
radiants light immediately from the lighter 
flame. There is no other generating. 


The New American Radiant Heater No. 9 
has detachable tank for convenient filling, air 
and fuel gauges, built-in pump and automatic 
shut off valve which prevents flooding. It is 
a quality heater in every detail; one you will 
be proud to show and sell. Write or wire 
nearest office for full particulars. 


American Gas Machine Company, Inc. 
MAIN OFFICE AND FACTORIES . ALBERT LEA, MINN. 
EASTERN BRANCH 78 Reade St., NEW YORK, N. Y. 
WESTERN BRANCH , 4242 Hollis St., OAKLAND, CAI 
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N existing market, yet little or 
no local manufacture . . here 

is an amazing opportunity for manu, 
facturers of 212 commodities, rep¥- 
senting practically every mfZjor 
industry. 
Center of a market of mgfe than 
21 million people, possesfing every 
important manufacturing advantage, 
Kansas City invites reputable manu- 
facturers to learn tfle facts and to 
consider these opportunities as they 





i 


il 


PPORTUNITIES 


are outlined in ‘‘The Book of Kansas 
City Opportunities.” 


It is a fact-story, based on long 
investigation. It is concise. It is the 
sort of book which should be in 
the possession of every industrial 
executive having company growth 
and future expansion in mind. 


It will be sent free, without obliga- 
tion, to any interested executive. Use 
the coupon below. for convenience. 


INDUSTRAAL COMMITTEE OF THE CHAMBER OF COMMERCE 





KANSAS CIT 


MISSOURI 


NEAREST ov AIR TO EVERYWHERE 


>K Economical transportation is im- 
portant. You can reach 15 million people 
at lower freight cost from Kansas City 
than from any other metropolis. 





= 


I am interested in this industry: 





and I attach the coupon to my letterhead as as- 
surance of my interest, without obligation, of 
course. 


Name 





Address 





121129 
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Have you got the right slant on “how to 














increase handle profits” 





























If people had been satisfied to 
go along the old paths of sell- 
ing, this country’s business would 
have gone to dry rot long ago. 

Merchandising and advertising 
have done the trick. Demand has 
been created for new ideas. 
Sugar and salt no longer come 
in bags and barrels. Package 
goods, cleanly displayed, have 
tripled the demand. 

It’s the same with handles. 
Handles were stock stuff, graded 
and priced» It was price—price 
—price. We conceived the idea 
of packaging a finely selected 
quality line, putting each axe han- 
dle in a carton and small handles 
in a clean glassine package and 
offering the buyer a chance to put 
this item of his business out of 
the nail class. 


Why merely supply a demand 
with a dirty handle that accumu- 
lates all the under-the-counter 
dirt when you can make more 
money easier by selling a clean 
handle of selected quality. 

Of course, we make a line, too 
—graded, priced to fit all re- 
quirements. But first offer this 
hand-shaved special, boxed, im- 
maculately clean. That’s sound 
sense because you can always 
drop down the scale but you can’t 
sell a dirty one for more than a 
dirty handle price. 

We developed this idea for the 
jobber and dealer and to sell 
more high grade handles. If you 
run a store—then sell or at least 
give your customers a chance to 
buy and you'll find a lot of them 
will buy the clean packaged item. 
Write for price. 


The American Handle Company 


Jonesboro 
















A . 
Why wee 
\ AW > 
Wg 
‘ SS 
a» 
1D 


Me 








SprciAt 













AMERICA 


S6eeCE HANDLE 





Chicago Office, C. Bullock 
Portland, Ore., Office..... 
| Newark, N. J., Office..... 
El Paso, Texas, Office.... 
Waco, Texas, Office...... 
Atlanta, Ga., Office....... 
Denver, Colo., Office...... 


Arkansas 


ert See ee 1103-11065 Noble St. 
eer Pere eee P. O. Box 1011 
ae Gace 707 Fourth National Bank Bldg. 
err were 1715 California St. 
Toronto, Ont., (Canadian Office).............. 39 Tyndall Avenue 





American King Axe 
























i 
p Rae: Gr 






PANY 





owtTH HickoRv¥ 


awsas 
ons Bore ARK 
J 


Handles are hand 
shaved from billets 
split out of live logs 
having not over 17 
rings of annual growth 
= inch of radius, 

eavy ™m 
all defects. Only one 
handle is sha from 
each quarter of the log. 


Made in All handles are thor- 
Four Patterns 


oughly air dried before 
receivin a highly 
polished” and waxed fin- 


Wai Missouri River ish, either scroll or 
N Pattern plain ends. 
Northern Pattern 


WW 


Standard Pattern 
Western’ Pattern 








oh a 
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S the cheap-price-per gallon 
paint Hum-Bug robbing you of 
quality paint profits? It’s easy to 
swat that Hum-Bug with this Cost 
Chart! Study the chart—then ask 
yourself if it isn’t easy for quality 
paint to outsell Hum-Bug paint! 
It IS with the advertising and re- 
tail sales plan for Sun-Proof paint! 
Write for special retail Sun- 
Proof proposition and booklet 
“Swat the Cheap Paint Hum-Bug!” 














se is the HUM-BUG 


On the Jobt 








Se eS. QndGraqt 





PITTSBURGH DLATE GLASS Co. 





Paint, Varnish and Lacquer Factories, Milwaukee, Wis. 
_ SS eee 
wer Pi ro »>duc ts 


Newark, N. J., 


Portland, Ore., 





Los Angeles, Cal. 












(ear carer es a meee: merece, 
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DUTCH BOY 


form 











SOLDER 


Another Dutch Boy prod- 
uct is solder. There is a 
Dutch Boy solder for 
every -purpose, the line 
including bar, ingot, 
wire, resin-core and acid-’ 
core solder. Write for 
complete information, 










Dutch Boy soft paste 
white-lead has easy- 
breaking qualities—gives 


telenGrrm, [a 


pure lead paint .. .quick 


ee an and other buyers 
of white-lead are turning 
more and more to the use of this 
easy-to-thin lead-in-oil. 

With Dutch Boy soft paste 
white-lead, “breaking-up’’ 
is greatly speeded. Soft paste 
can be brought to brushing con- 
sistency at the rate of a gallon 
of paint a minute. 

Dutch Boy soft paste is pure 
white-lead and pure linseed oil, 
differing from regular or 


DUTCH BOY | 








soft paste its easy-breaking 
qualities. 


The user of Dutch Boy soft 
paste white-lead saves time and 
labor in mixing pure lead paint. 
This more convenient form of 
lead-in-oil also tints easily. And 
it produces a smooth paint that 
spreads in a superior manner 
...a pure white-lead paint, the 
standard for generations. 


WHITE LEAD 
SOFT PASTE 


ees ee 


— 





Dutch Boy soft paste white-lead is 

the same strictly pure lead-in-oil al- 

ways sold under the Dutch Boy 

trademark. It simply contains a 

higher percentage of linseed oil than 
the regular grinding. 


Dutch Boy soft paste white- 
lead is sold by the pound in 
100 Ib. steel kegs and in 





heavy paste lead only: in 
that it contains a higher 
percentage of oil. It is 
this extra oil, ground in 
at the factory, that gives 


DUTCH BOY ff 


235 Montgomery St. - 


50, 25, and 12% Ib. steel 


NATIONAL LEAD COMPANY pails. 


New York, 111 Broadway - Buffalo, 116 Oak St. - Chicago, 900 
West 18th St. - Cincinnati,659 Freeman Ave. - Cleveland, 820 
West Superior Ave. + St. Louis, 722 Chestnut St. - San Francisco, 
Boston, National-Boston Lead Co., 800 
Albany St. - Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth 
Ave. * Philadelphia, John T. Lewis & Bros. Co., Widener Building 





WHITE -LEAD 

















HARDWARE AGE for NOVEMBER 28, 1929 











HUNDREDS WROTE US 


HE $1000.00 Contest is over! And literally hundreds of 
T letters from every section of the United States have 
poured into our office. The Judges have been swamped—hence 
we cannot announce winners until February. 


The letters for the most part came from the finest Retail Paint 
and Hardware Dealers in America—the men who are making 
money. This shows the tremendous interest in the particular 
question: “Shall I sell cheap brushes in order to meet competi- 
tion, or shall I sell good brushes to make a profit and have 
satisfied customers?” 


Leading Retailers know that selling good brushes means every- 
thing to their paint business. That is why the Whiting-Adams 
progressive policy appeals so strongly to them. As Mr. E. E. 
E. of Mankato, Minnesota, writes, “Trying to do a good paint 
job with a poor brush is like trying to shave yourself with a 
jack-knife just because you got some good soap.” 


Behind this progressive policy of the Whiting-Adams Company 
is the reputation of building good brushes for more than one 
hundred and twenty years. This is the reason that leading 
merchants are stocking Whiting-Adams brushes for the purpose 
of making a good profit, and not to meet cheap competition. 


The highest class distributors in the country are assisting in 
this progressive campaign. Ask your Jobber to tell you about 
Whiting-Adams brushes and what they mean to his paint busi- 
ness, particularly if you are interested in making money rather 
than just meeting price competition. 


Write for a catalogue. 


Waitinc-Apams Co. 
700 Harrison AveNuE, Boston, Mass. 


yo Nan es a 4 se en Oe ee 
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One cannot help having 


a feeling of confidence in 
the dealer who sells Murphy 


Transparent Varnishes. 


Varnishes so fine reflect the good judg- 
ment of the man who sells them 








RANSPARENCY, toughness, brilliance 
f of finish — these are the factors that 
have made Murphy Transparent 
Varnishes the criterion among architects 
and master painters for many, many years. 
There are no finer varnishes made, and 
we, ourselves, by constant research and 
scientific experimentation, have been un- 
able to improve them. 

Murphy Transparent Varnishes are 
available in four types—for the home 
painter and the professional painter. 

Murphy Transparent Interior Varnish. 
For highest grade interior work, both new 
and old. 

Murphy Transparent Floor Varnish. For 
new and old floors, to give the finest fin- 
ish of greatest durability. 

Murphy Transparent Spar Varnish. As 


durable as any varnish in the world. Rec- 
ommended for bath rooms, front doors, 
and all outside finishing that requires 
beauty of finish plus ability to stand up 
under extremes of weather. 

Murphy Univernish. The fine all-purpose 
varnish well known to professional and 
amateur painters. We recommend it for 
any surface requiring varnish—especially 
boats and other surfaces subjected to the 
elements. It cannot scratch or turn white 
and is absolutely waterproof. 

These famous Murphy Transparent 
Varnishes add to the profit and prestige 
of any dealer in fine paints and varnishes. 





MURPHY VARNISH COMPANY 


Newark Chicago San Francisco 








MURPH Y 


FIN IS HE § 


Famous for 64 years among architects, master painters and makers of products requiring a fine finish 


Da-Cote Enamel Transparent Floor Varnish 


Transparent Interior Varnish 
Muronic Enamels Da-Cote Varnish Stain 








Univernish (the all-purpose varnish) 
Airplane (Super) Spar Varnish 


Brushing Lacquer 
Transparent Spar Varnish 
Quick White Enamel 


Four Hour Varnish 
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“Not only do | get 
a whiter white, but 


my tints are clearer 
and brighter’ — 


New Jersey 


WA TOTS 


The New Jersey Zinc Company 


160 Front Street 


New York 


Master painters who are using the modern Lithopone- 
Zinc Oxide interior paints will tell you this every time. 
It’s the story, in a nutshell, of these scientifically formu- 


lated finishes. 


WHITER WHITENESS, ... exactly that... because 
Lithopone and Zinc Oxide are noted for their ex- 
ceptional whiteness. This whiteness— permanent 


whiteness—is one of the chief characteristics they give 


to paints. 


CLEARER AND BRIGHTER TINTS, . . . naturally .. . for 
the clearness and bosighiensies of a tint depends on the 
whiteness of the pigment base of the paint. The whiter 
the base—the clearer and brighter the tint. And tints 


made ona Lithopone-Zinc Oxide base hold their color. 


Consider the possibilities of paints with such charac- 
teristics. They produce the results your customers 


expect from their interior painting. 


For Interior Painting — The New Jersey Zinc Co's. 
“ALBALITH” LITHOPONE and ZINC OXIDE in PAINT 
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This is Osborn 
Wall Paint 
Brush 435. 
Made in five 
siges: 3” to 5” 
wide. 
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Mow wv hilects create 


shimeting terior 
ae 





It offers a practical book of suggestions for painting every surface inside and out. 
Two of the series of du Pont advertisements in full color, showing actual color schemes created by famous architects with du Pont Paints. 


This unique color service to 
ouseholders... your opportunity 








HROUGH full-page color advertising in 

the Saturday Evening Post, the du Pont 
€ompany is now offering the people in your 
community a valuable and altogether unusual 
color service. In this advertising, prominent 
architects emphasize the importance of well- 
planned exterior color schemes and make 
practical suggestions. 

All over the country this advertising is 
arousing new interest in the subject of exterior 
painting. New sales possibilities 
for the dealer. You can get your 
share of this new business by 
stocking the full du Pont line— 


This illustrated book of 
color schemes by archi- 
tects will be sent free at 
your request. 


REG. U.S, PAT. OFF. 


PAINTS, VARNISHES, ENAMELS AND DUCO 


Free —"Modern Color Schemes for Your Home’’ 
E. I. du Pont de Nemours & Co., Inc. 
Independence Square, Philadelphia, Pa. 

Show me how my = business can be increased 
and send me a copy o: 














the colors especially created under the direction 
of the du Pont Home Decoration Bureau, to 
carry out the schemes suggested. 


Your, customers are reading this booklet 


These suggested color schemes are included in 

a booklet—'‘Modern Color Schemes for Your 

Home’’—offered free in the advertising. Send 

for your copy now, with the new color card. 

Get acquainted with this new color service 
which is increasing sales and 
stimulating turnover for dealers 
everywhere. 









the color scheme book. 





NS NR A rs yen 
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N_ automobile breaks the 
world’s record for speed 
on land. That's news. 


An airplane breaks the world’s 
record for endurance in the air. 
That’s news. 


But when an abrasive* breaks 
all records for speed and endur- 
ance on land, water or in air and 
in addition can show tangible 
results, incomparable with any- 
thing previously accomplished, 
that’s NOT news. 


It’s not news because for more 
than 100 years Baeder Adam- 
son’s Coated Abrasives have 
been leading the field for speed, 
durability and quality. They 
lead it today. 


If you would know how supe- 
rior these abrasives really are, 
let us send you free samples, de- 
tails, prices. Your request for 
any or all of these will be 
promptly answered. 


BAEDER ADAMSON COMPANY 
Richmond & Allegheny Streets 
Philadelphia, Pa. 

The Standard Quality Since 1828 


*AO-66, for instance, is an abrasive that has made child’s play 

of the once difficult job of floor-surfacing. Other B-A products 

pag as much for the woodworker and the metalworker. 
se them. 





BABCOCK 





s 








Decorator General 
Purpose 


Extension 





SPRUCE 








Wertern Painter’s Trestle 





LADDERS 








Close Top 
New York Truss Fruit 











Write for our latest prices. We pay the freight. 
Send us your future orders for winter shipment. 
We will give Spring Dating. This will protect 
you from any change in prices. 


W.W. Babcock Co. 


BATH, N. Y. 
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a, HAND-MADE Oil Cans 


Durability is built right into DELPHOS Oil 
Cans. Our one thought is to make them so 
sturdy they will give years of satisfaction; so 
convement they will be appreciated every time 
they are used; so attractive customers will be 
proud of their fine finish and show and recom- 
mend them to others. 

When you sell 


The Dlohos Line 


talk quality—every DELPHOS Oil Can is 
strictly HAND-MADE of the best materials. 





ALL THROUGH 
The one-piece drawn spouts and large filler 
openings cannot be knocked off —they’re 
clinched securely into the breast of the can. 
The cap has a smooth curled edge—no rough 
Filler openings spots. The top is heavily knurled. The body 
is stiffened by a sturdy bead which extends 


Large Filler Opening 














are 2” diam. on entirely around the can and protects the seams 
1 and 2 gal. sizes from injury. None better made. They sell on 
and 214” on sheer MERIT. 
5 gal. sizes. Send for Folder and Discounts. 
Red or Blue 
Striping The New Delphos Mfg. Co. 
as desired. Delphos, Ohio 













What are BRISTLES 


Bristles are the alhiatlies coats of animals such as the wild boar and 
hog of Russia and Poland, and the domestic hog of China, India and 
France. All bristles from these animals have what is called a split flag— 


LIKE THIS a 
This split flag holds the paint, varnish or whatever material is applied. 
Being of soft texture, it spreads, works and rubs the paint into the 
XXX Special surface. The chief adulterants in cheap brushes are lrorse-hair and 

Kishe Vernish wood fibers, which do not have this important quality. J 


Extra Extra Kalsomine 


Cotek Wen Therefore—if you want satisfied customers, it will pay you to handle 


are ren RUBRISTO brushes. 
Send for Our No. 58 Catalog, Describing Our Full Line of Quality Brushes 


Hanton& GoopMAN €0~342 Madison Ave NewYork 
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After 65 years of popularity, 
Dixon’s Industrial Paints con- 
tinue to be the solution to 
paint problems of this kind. 


Endorsed by bridge builders, 





WHAT DO YOU SELL for smokestacks, boilers, gasholders, water- 
tanks, rugged exposed surfaces that require special paint consideration? 







architects, engineers and 
plant managers, it lends it- 
self admirably as a profitable 
specialty to your stock. 


Se 


BSR Nine STO 


aos RAL TLS 


Paint Sales Division - JOSEPH DIXON CRUCIBLE CO. - Jersey City, N. J. 











Tube 25 cts. 


s Ib. can 35 cts. 1 Ib. « 


ns to a carton 


Carried by Hardware and Paint Wholesalers 

















MADE IN U.S.A. 


THE IMPROVED 
ATOMISTER 





Here’s what you want in a spraying machine. Lightness—ease 
of operation—easy cleaning—easy lubricating—sturdy motor—a 
single nozzle producing both a flat and a round spray—instantane- 
ous flow control—full pressure to at least 25 lbs. The “Paint-O- 
Mister” has them all. 


Nationally Advertised $39.50 Retail 


Includes Spray Gun, Air Compressor, Hose, ete. 







The Handy Paint-O-Mister 

Hand Operated $1.95 Retail 
A highly developed spray gun that does a 

real job. Durable. Sold to dealers and 

bers in dozen lots or more. Ask for 

You'll want a sample dozen at once, 


THE ATOMISTER CORPORATION 
39 Hamilton Street Rahway, N. J. 
































HARDWARE AGE for NOVEMBER 28, 1929 
















THE 
TOLEDO HORSE 


is available in several sizes 
ranging from 18” to 60” in 
height. The uses in the shop, 
warehouse, factory or home 
are without number. They 
are especially convenient 
about all sorts of construc- 
tion work. 


Absolutely rigid. Will sup- 
port enormous loading 
without swaying. They 

can be used with any 
handy piece of lumber 
and require no expert ad- 

justments of any kind. 


You will be able to sell 
these horses to any class 
of trade. 


Write for Particulars 


The 
Attachment of frames is as Toledo Pressed Steel 
simple as walking up-stairs. Company 

—— Toledo, Ohio 





























Patent Pending 























Fully 
Collapsible 
























Note how compactly they 
fold up when not in use. 











TO BE YOUR STRONGEST 


carro | LINGERWETT 
it is necessary to do everything possible to build up and 
and safety into the ladders. 


preserve your body. TILLEY LADDERS have progressed 
TO BUILD UP YOUR TRADE Stron g 





so that their seventy-fourth year is their strongest. This 
is the result of building durability, rigidity, satisfaction 
SELL TILLEY LADDERS 


Write for catalog and prices today. 


The JOHN S. TILLEY LADDERS CO., Inc. Advertising 
Watervliet, N. Y. 











in full pages 





every month creates in- 
creasing demand for Amer- 
ica’s largest selling remover 


THE WILSON-IMPERIAL COMPANY 





SOE LEE 2 os eae ee Re NMR 


NEWARK, N. J. 
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The Farrand Rapid Rule 


The Gift They Are Proud 
to Show—Engineers, Archi- 
tects, Builders, Mechanics, 
Pattern-Makers, Plumbers or 
Steam-fitters—All good 
craftsmen who use good tools. 


A display in your window 
will answer that seasonable 
question— 


“What can I buy Aim for 
Christmas?” 


Manufactured by 


Hiram A. Farrand, Inc., Berlin, N. H. 




















A big word in transportation— 
A big word in production. 


American Screws have a dual usefulness 
in this age of speed. They help to make 
“ construction so solid that it will be effic- 
ient even after long runs at top speed. 


Their strong bodies and true 
running threads help to make 
speedy uninterrupted production. 





STOVE 
BOLTS 


MACHINE 
SCREWS 


TIRE woOoD 
BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SL.CHICAGO.ILL. a 


Put lt Together With Screws 


TTT 
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Nov. 24th to Nov. 30th 


UN hen They Put 
“Their Gune Quay” 


When the sportsman puts his 
guns away for the season do 
not put him out of mind. He 
is still a good prospect—for 
guns and ammunition—and for 
products that both he and 
every member of his family 
will use throughout the year, 


The fact that he’s through with 
shooting for the present season 
does not mean that he would 
not like a new Winchester for 
Christmas. It doesn’t mean 
that he won’t have need for 
Winchester Flashlights and 
Winchester Tools all winter 
and for Winchester Fishing 
Tackle next spring. It doesn’t 
mean that his children won’t 
appeciate a pair of Winchester 
ice or roller skates or a Win- 
chester pocket knife nor that 
his wife would not like some 
Winchester kitchen knives. 
scissors or shears. 


Winchester, in other words, 
now offers you a steady and 
continuous market—even when 
the shooting season is over and 
the guns are put away. 








AES. STER 


TRADE MARK 


KEEP YOUR WINCHESTER 
DISPLAY IN ACTION 


When your shooting season has ended, you 
simply turn the page on this Winchester 
display and you are ready to feature flash- 
lights and batteries, cutlery and tools, fish- 
ing tackle or skates—whichever seems the 
most appropriate to that season of the year. 


Almost any of these products, for example, 
can be featured during the Christmas buy- 
ing season and, as a matter of fact, why 
not turn the page each day to suggest the 
variety of Christmas gifts that you can sell? 


You will find at least five other opportuni- 
ties to use this display before next shoot- 
ing season comes around. Do not, there- 
fore, stow your Winchester display down 
cellar but keep it out and in action at all 
seasons of the year. 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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ATKINS 


mg SILVER Ws | ~~ 
a 


STEEL 


FOR CHRISTMAS 
TRADE 


This saw is the standard for excellence. Made 
from “Silver Steel”—Atkins exclusive formula; 
> gauges taper ground; mirror polish; equip- 
ped with handle of solid rosewood and 
nickeled screws—Perfection Pattern—pre- 
vents wrist strain. 

The cutting efficiency of THE FOUR 
HUNDRED is unquestioned; its use 
among better carpenters is becom- 
ing universal; its design is abso- 
lutely exclusive and distinctive; 
furnished in Regular, or Nar- 
row Ship Pattern. 










































Increase Holiday 
Sales and Profits 


Every first class hardware store should stock this 
and other Silver Steel Saws. Your customers are 

bound to obtain SERVICE in all of the ATKINS 
QUALITY SAWS’ you sell. 


For yourself you will receive that ‘‘customer friendship” and ai 

confidence that only Atkins Silver Steel Saws command. teh 
Atkins No. 401 is the same grade of saw except it is Straight ‘% 
Back; made in Regular Narrow Width and Ship Pattern. 















Write for literature. 
“Pointers,” “Saws in the Home” 


“How to Sell a Saw” 
Modern Manufacturing Methods Make Atkins Saws the Leaders 


E. C. ATKINS & COMPANY 


The Silver Steel Saw People 
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MORE 


MANSFIELD’S new franchise 


is the answer to today’s 
SELLING PROBLEM 


Conditions in the tire market change with amazing rapidity. 
The methods of yesterday are today as dead as the proverbial 
dodo. The fellow who doesn’t realize this fact is in for a 


long, tough winter. 

Mansfield keeps its finger on the pulse of the tire market. 
No sooner do changed conditions make themselves appar- 
ent than Mansfield is on the job with a new franchise for 
Mansfield dealers—a new franchise that makes selling 
easier and profits longer. You are invited to make inquiry. 


THE MANSFIELD TIRE & RUBBER CO. . Mansfield, Ohio 


NSFIELD TI 











ILES with MANSFIELDS 
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TRADE 


By Llew S. Soule 


WINDS 


NOT A ONE-MAN JOB 


UCH has been said recently concerning the 

necessity for educating and training the 

retail hardware salesman; comparatively 
little has been said as to how his knowledge can be 
increased, or who should assume the responsibility 
for making him more efficient. 

The tendency is to consider the entire matter as 
a personal problem of the individual retail mer- 
chant. As a matter of fact, it is not an individual 
problem of any factor in hardware distribution. It 
is a problem of the hardware industry as a whole; 
a problem in which all factors of the industry have 
a very definite interest. As such it deserves serious 
consideration from a cooperative standpoint. 

Let us consider the manufacturer first. Why is 
he interested in efficient retail salesmen? Because 
his goods must be sold as well as manufactured, 
and the retail salesman is his contact point with 
the consumer. Unless the retail salesman functions 
efficiently much of the money and effort he puts 
into manufacturing, distributing and advertising is 
wasted. 

How can the manufacturer aid in educating the 
retail salesman? There are several ways. He can 
sell his product, not only to the jobber, but to the 
jobber’s salesmen, so that those salesmen can in turn 
pass the selling information on to the retailer and 
his salesmen. He can arrange to have informa- 
tion concerning his merchandise on every package 
containing that merchandise. On individual items 
he can have tags or labels bearing definite informa- 
tion that will help to sell those items. This would 
at least place a fund of valuable information within 
‘asy access of the salesman whenever there is any 
prospect of a sale. 

He can help very definitely through his advertis- 
ing in dealer publications. The manufacturer’s 
advertising to the merchant is of two kinds, de- 
signed to do two specific things. First—to induce 
the merchant to stock his merchandise. Second— 
to help the dealer who already carries his merchan- 
dise, sell it to consumers, so that he can reorder. The 
first deals with profits, salability, distribution, 
methods, economy of handling, etc. Its appeal is 
to the dealer’s buying instinct only. But—manufac- 
turers are learning that the buying of the retailer 
often means merely the putting of the goods in his 
stock, and that in turn means only temporary busi- 
ness for the maker. The merchandise must flow 
through the retail store in a more or less steady 





stream if the manufacturer is to have his business 
on a permanent basis. 

One of the real problems of the hardware busi- 
ness is that in the average hardware store, only a 
few hundred items are really sold, while thousands 
of items are stocked. One of the principal reasons 
for this is that the retail salesman is not adequately 
informed as to the sales features of the goods he 
handles. He sells the items he knows the most 
about. There is a woeful lack of specific selling 
information in much of the manufacturer’s dealer 
advertising. 

Undoubtedly the wholesaler is interested in im- 
proving the efficiency of the retail salesman, since 
his very existence depends upon an even flow of 
orders from retail stores. He knows that the re- 
tailer must sell if he is to buy. The question in his 
mind is how he can help most effectively. The 
wholesaler can help in many ways. Individual 
wholesalers are helping, consistently, and they can 
do much more collectively. They can work out a 
plan whereby their salesmen can regularly devote 
a certain part of their time entirely to the educa- 
tion of retail salesmen. They can arrange with 
merchants to hold joint meetings, devoted to the 
giving of concrete information on merchandise and 
sales methods. 

It has been suggested, that perhaps the whole- 
saler might help through some method of depart- 
mentizing his sales. The average dry goods whole- 
saler does not attempt to have each of his salesmen 
sell his entire line. He covers his territories with 
a succession of salesmen, one carrying dresses, an- 
other hosiery, another laces, etc. ‘There may pos- 
sibly be some way that hardware wholesalers can 
pattern a part of their selling along similar lines, 
thus developing salesmen who are specialists, and 
thereby in position to give the retail salesmen sub- 
stantial help in the form of definite information. 

But—the manufacturer and the wholesaler can 
only help. They cannot do it all. They cannot even 
help effectively unless the retail merchant assumes 
his part of the responsibility and takes an active part 
in the education of his salesmen. //e it is who must 
take the initiative, in his own store, making use of 
the help which may come to him from other factors 
in the trade. In the final analysis, however, the mat- 
ter of increasing the efficiency of retail hardware 
salesmen as a class, is a problem which must be 
solved by the hardware industry as a whore. 

It is not a one-man job. 
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1929 


HANKSGIVING Day is no stranger to us. It is prob- 

ably our oldest National holiday, observed for the 

purpose suggested by its name—the giving of thanks. 
As the year 1929 draws to a close, we may certainly be thankful 
for the courage, wisdom and unselfish devotion of our leaders, 
political, industrial and commercial. They are at this very 
moment discarding mere words in favor of action which will 
assure the American people a continuation of life, liberty and 
pursuit of happiness, for which the Pilgrim Fathers settled this 
country and upon their first anniversary started the celebration 
of our Thanksgiving Day. 
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Many Advantages in 


Lepce DispLtay 
OF PAINT BRUSHES 


EDGE display, a recent innovation in modern hard- 
iF ware store fixture design, is particularly well 
suited to displaying paint brushes to the best 
possible advantage. This method as used by the Palace 
Hardware Company of Erie, Pa., is illustrated in the 
above photograph. In addition to permitting the brushes 
to be shown in a convenient manner, which invites cus- 
tomer inspection, it utilizes valuable space which other- 
wise is often wasted. We all know the favorable psy- 
chological reaction developed in the mind of the pros- 
pect through displaying related merchandise in asso- 
ciated groups. It is reasonable to assume that most 
purchasers of paint are good prospects for a paint 
brush. That is the principal reason why paint brushes 
should be displayed in conjunction with paint. 
Another advantage in the ledge display method is 


that it is the type of display which encourages the pros- 
pect to handle the brushes to their hearts content, which 
is a feature now being advocated by display experts. 
Very often similar ledges in hardware stores are used 
exclusively as a parking place by tired salesmen. In 
such instances, an adaptation of the ledge display idea 
would discourage the “resting urge’ and utilize the ledge 
for productive purposes. 

Some stores are using panels hinged to the paint 
shelving for displaying paint brushes, but as this method 
obstructs the view of the paint stock immediately behind 
the panels, much valuable display space is lost. Then 
too, as the samples are generally wired to the panels, 
this prevents the customer from handling the sample 
which is considered a disadvantage. In ledge display 

(Continued on page 87) 
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It’s the 


ret 


ate Arguments on saving 
a surface are not helped by 


the 


unpainted store fronts 


F all places, the store offer- 
ing paint for sale should 
be resplendent with the prod- 
uct which it is thus sponsoring. 
A freshly painted store exterior 
is inviting, while the interior is 
of no less importance in em- 
phasizing and encouraging the 
generous use of paint. The 
store should rightfully serve as 
a model in demonstrating how 
unsightly surroundings can be 
miraculously transformed, 
with the aid of paint, into an 
atmosphere of attractive, ap- 
pealing color. 

The good example, thus ty pi- 
fied, confronts the paint pros- 
pect at every turn, leaving a 
favorable impression, which 
serves as a stimulating inspira- 
tion to the latent urge to beau- 
tify and protect his own 
possessions. There’s some- 
thing wrong with the philoso- 
phy of the store keeper who is 
inconsistent enough to advo- 
cate the liberal use of paint to 
his customers, but fails to set a 
good example by using it on his 
own establishment. 





WELL PAINTED 


Most 


By HELEN B. AMES 


P | NAHE hardware dealer who sells paint materials has 
a great advantage over the average storekeeper, 
for he can demonstrate the practical value of these 

products right before the customer’s eyes. While most 
people buy paint for home use the same principles that 
form the basis of home decoration can be put into prac- 
tice ina shop. If there is tangible evidence of harmony, 
durability and increased illumination through the use 
of the proper paints on the walls and fixtures of the 
store where they are on sale, the dealer has one more 
convincing argument of the value of his goods. 

His demonstration should begin even before the cus- 
tomer crosses his doorstep, for unless his shop is the 
only store of its kind in the town, its exterior appear- 
ance is sure to have an effect on his trade. The outside 
of a store is an index of its interior and a shabby en- 
trance or a dingy looking window is likely to prejudice 
the man in the street and send him around the corner to 
a more enterprising competitor. Women, particularly, 
are easily swayed by first impressions and can generally 
be depended on to pick out the store with the most attrac- 
tive exterior, though others of less distinction have an 
equal reputation for handling high-class goods. 


b woodwork of store windows has far more atten- 
tion value when it is painted a light color than when it 
is dark and sombre and this treatment also increases the 
opportunities for artistic window dressing. If you own 
your shop, you will have an added interest in keeping 
the exterior in good condition, for regular painting, as 
every paint dealer knows, is vitally important to the life 
of a building. Yet the man who is constantly handing 
out this advice to customers often forgets to put it into 
practice himself. The wear and tear of the elements 
makes it imperative that the outside of a shop would be 
repainted within a period of from three to five years— 
the interval depending upon the conditions of the 
climate. 

Once inside, the prospective customer is not at first 
conscious of details but is influenced, nevertheless, by 
the general aspect of the place. If he gets an impres- 
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PAINT 


sion of cheerful and bright surroundings, he feels in- 
stantly relaxed and in the proper frame of mind to make 
his selection. The greatest contributing factor to a 
restful background is the use of wall and ceiling finishes 
that reflect a large amount of natural light. Most stores 
receive very little sunlight and it therefore becomes 
necessary to illuminate the interior by artificial means. 
The choice of cream or a soft yellow for the walls will 
increase the degree of illumination and result in a con- 
siderable saving on electric light bills. 


‘TL gaoven white reflects the most light, and this fact 
is probably responsible for the popularity of the white 
ceiling, large white surfaces are so hard on the senses 
that it is inadvisable to sacrifice artistic effect for the sake 
of a few more rays of light. As a matter of fact, the re- 
flecting value of cream and a soft yellow is only a little 
lower than that of glaring white. 

There is also a difference between the illuminating 
power of flat and gloss finishes. While these finishes 
reflect the same percentage of light, they do not diffuse 
it in the same manner. Gloss paints catch the light un- 
evenly, so that some parts of the surface show glare and 
others are left dull. Flat and semi-gloss paints on the 
walls spread the light uniformly throughout the room 
and are consequently much pleasanter to live with. An 
uneven distribution of light is sure to be irritating. 

Decorative effects, such as Tiffany glazing in light 
tints and stencil borders at the top of the wall, will 
create a pleasant atmosphere that will be felt not only 
by those who come to buy but those who remain all day 





The attractively painted 

store is the magnet that 

draws the prospective 
buyer of paint 


behind the counter. Agreeable surroundings are bound 
to have an effect on the attitude of employees, resulting 
in better service, which brings increased trade. 


I: the counters are painted, it is well to consider the 
value of what are known as “advancing” colors. As 
most paint salesmen are doubtless aware, such colors 
as red, orange, yellow and green are called “advancing” 
because they appear to bring objects nearer. Green is 
perhaps the wisest choice for this purpose, since it not 
only has attention value but is less likely to become tire- 
some than the other colors. Stained and varnished 
counters should, of course, take into consideration the 
importance of using finishes that are prepared to stand 
the constant rubbing of elbows. 

sut the floor is the best place for the hardware dealer 
to demonstrate the value of the varnish products which 
he sells. A store floor is subjected to far greater wear 
than the floors of a dwelling, so it needs more attention 
to keep it in good condition. If it is coated at regular 
intervals withsa high grade of floor varnish, its con- 
tinued good appearance will be the best argument for 
systematic varnishing that can be put before any pros- 
pective customer. 

And not only will a program of regular painting and 
varnishing improve appearance and protect the walls, 
floors and woodwork from the hard treatment of a care- 
less public—it will cut down the labors of cleaning and 
inspire employees to keep the stock in orderly condition. 
This means a saving of time, better service and conse- 
quently more dollars in the cash register. 














Moving the Paint Department May Prove Very Profitable 


The location of a paint department in 
the hardware store cannot be governed by 
any set of rules. Like arrangements will 
hardly ever produce like results. Each lo- 
cation possessing favorable possibilities 
must be tried out to ascertain its value for 
best results. 

The Wolf-Griffis Hardware Co., Wil- 
mette, I1l., doubled its paint business when 
the department was moved for the third 








time. The fourth location was found most 
productive, and the additional profits made 
possible through the great increase of sales, 
amply compensated the firm for the time 
and effort in moving. If you contemplate 
a program of stock rearrangement it is 
well to consider the worth and the per- 
centage of rent that a given space should 
pay. A well-known merchandiser’ recently 
declared that-on the first floor of a store 








with a 20-ft. frontage and a depth of 100 
ft., the first two feet—or the window in 
most cases, should pay 12 per cent of the 
rent. The next 8 ft. should pay 13 per 
cent, the next 30 ft. should pay 28 per 
cent, the next, 40 per cent, and the re-— 
maining 10 ft. responsible for 8 per cent. 


Dealers should find it interesting to fit 
these percentages to their stores. 











Klein Stresses | hat 


Paint Is Being BoucHT- 
NOT SOLD 


ETAILERS of paint and varnishes have a very 
R large latent opportunity for the development of 
better retailing technique, delegates to the annual 
convention of the National Paint, Oil and Varnish Asso- 
ciation, recently held in Washington, were told by Dr. 
Julius Klein, assistant Secretary of Commerce. 

Doctor Klein based his address on data obtained 
through the survey of the paint industry, which is being 
conducted by the United States Department of Com- 
merce. He first emphasized that as a result of economic 
well being the American people have adopted higher 
standards of living. The effect of this prosperity upon 
the paint industry was then discussed by Doctor Klein, 
who said in part: “Certainly one of the most conspicuous 
manifestations of comfortable living is in the greater 
demand for paint, varnish and similar products. The 
volume of that demand is vividly reflected in the more 
than 600 million dollar output of the factories in this 
field, as against 147 millions in 1914. Even though price 
changes have accounted for a part of this more than 
four-fold expansion, there is, nevertheless, still an im- 
pressive margin of growth. 

“The striking thing, as indicated above, regarding the 
acceleration in demand for paint and varnish is the fact 
that it arises quite evidently from something more than 
the utilitarian desire to ‘‘save the surface.” Commendable 
though that economy unquestionably is, there is today an 
unmistakable aesthetic impulse, a desire for pleasant 
surroundings, which is quite as compelling a demand 
force as is the instinct for frugality. It is reassuring, of 
course, that attractive polishes, dressings and other sur- 
face treatments are preserving the woodwork of our 
dwellings and furniture for our descendants who will 
doubtless glorify them in due course as enduring heir- 
looms. But at the same time they surely will not be- 
grudge us the measure of inspiration that comes from a 
pleasing, effective use of decorative materials. This is 
certainly an age of color and it is not a color craze, not 
an empty evanescent fad. It is, as I said before, the 
reflection of new requirements for comfortable, pleasant 
living. 

“At once this situation presents the question, ‘Is the 
industry prepared to meet the steadily increasing de- 
mand involved in this onward sweep of better living 
standards?’ Your technologists, your far-off raw mate- 
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rial explorers, your factory managers, and skilled crafts- 
men, your higher executives, all seem to be responding 
that they are ready. Here is an impressive indicator of 
their improved production efficiency. Although the 
number of wage-earners engaged in your industry in- 
creased 59 per cent in 1914-25, the value of their output 
increased 209 per cent in that time and their wages were 
raised by 248 per cent. 

“How about distribution? In this particular, is the 
paint and varnish industry an exception from the unfor- 
tunate situation of American business as a whole? Un- 
doubtedly our gravest economic weakness is in that field 
of costly and wasteful distribution. The competitive . 
situation is admittedly acute. Just about 50 per cent of 
the paint and varnish factories in this country handle 94 
per cent of the total trade, whereas the remaining half 
struggle for the 6 per cent left over. 

“For the retailer the great opportunity seems to be to 
capitalize home painting or rather the paint consumption 
by the householder, since that is a field which is not ex- 
ploited by the paint contractor. The householder market 
is the one to which much or most of present day paint 
advertising is directed but repeated check-ups by the in- 
dustry seem to reveal that retailers in general have not 
yet geared in with the high power of this advertising. 

“In the first place, this trade calls for an unusual 
degree of what might be called instructor ability and 
real intelligent cooperation on the part of the retail 
paint clerk. As was expressed by one observer, ‘paint 
is being bought—not sold’ There is a very large 
latent opportunity for the development of better retailing 
technique so as to keep distribution more in pace with 
the high standards set by producers and their advertis- 
ing media. 

“Of all places the paint store or department should 
glow with tasteful, appealing color. It should be a 
model of interior decorating—which it all too seldom 
really is. Great walls of tins, however neatly arranged, 
at best typify the proficiency of the can maker and his 
lithographer. On the other hand, tastefully applied 
colors and particularly demonstration exhibits of pieces 
of furniture in process of decoration, serve as inspira- 
tions to the latent urge for artistic expression which is 
dormant in most of us.” 
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Small Paint Nook 


MOST 
PRODUCTIVE 
SPACE 


In This Indiana 


Store 


ANY hardware dealers labor under 
the false impression that an ex- 
tensive display space is necessary 
Any 
such misapprehension is unwarranted, as 
the experience of the Kendallville Hard- 
will verify. 
The experience of this firm can be likened 
to that of many more hardware stores 
who have also found a very small space on 
the sales floor can be profitably devoted to 
when display facilities are limited 


for a successful paint department. 


ware Co 


, Kendallville, Ind., 


paint, 
by size. Of course, as in other hard- 
ware lines, when the space available 
restricts an extensive display, it is a 
disadvantage. But when the sum 
and total of the handicaps of space 
limitations are added up, they are of 
such minor consequence that it is al- 
most absurd for the hardware mer- 
chant to consider space limitations an 
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unsurmountable obstacle in the path 
to paint profits, 

When only a small space is avail- 
able, then it should be preferably in 
a conspicuous location. The idea 
being to locate the small paint depart- 
ment in such a prominent place that 
its prominence will offset the disad- 
vantages of its limited proportions. 








In the Kendallville Hardware this has 
been accomplished through locating 
the paint department in the center of 
the store, directly opposite the cash 
register and wrapping counter. One 
side of the paint corner shelving, 
about five feet long, extends out into 
the store, at a right angle to the wall 


(Continued on page 55) 














Its Not Enough to SELL Paint— 


YouNMustT ELLrHem 


other things, you have to lead the peo- 

ple. Otherwise the results will not be 
what they should be. We dealers must be 
paint specialists. People have a right to 
expect us to know what we’re about. If the 
retailer can’t lead intelligently, how can the 
customer follow with satisfaction to him- 
self and benefit to the cause of hardware 
merchandising ? 

Before we can sell successfully, we 
must know pretty much what the buyer 
has in mind. Year in and year out at least 
half our paint volume is sold to women; 
probably more. It’s up to the merchant to 
find out what’s going on inside the cus- 
tomer’s mind. What he knows that he 
can tell him or her how to proceed. 

I have an instance in mind. A woman 
came in the other day and said she wanted 
some paint to put on a porch swing. She decided on 
green enamel. A porch swing with that kind of a sur- 
face is a beautiful thing and I told her so. Before the 
day was over she called me by phone and complained 
that the alleged green enamel I had sold her wasn’t 
green at all. 

That puzzled me. She said the enamel hadn't changed 
the color of her porch swing one bit. Her complaint 
seemed so absurd and yet was so essentially damaging 
to me that I asked one of the paint authorities with whom 
I am in contact to go out and see what was the matter. 
His report was interesting. 

That woman had opened her can of enamel and 
dipped the brush into the oil on top without stirring up 
the pigment in the body of the can. She had been apply- 
ing nothing but oil to her porch swing. Naturally, the 
results were just what she reported. No, she wasn’t 
ignorant; on the whole, intelligent; but she afterward 
admitted she must have been pretty dumb in that par- 
ticular case. 

She was just like the average woman without paint- 
ing experience. The average woman is eager for results 


[ selling paint, as in the sale of so many 


ware at 


N. V. RICHARDSON 


Some years ago he sold 
farm implements to Kan- 
sas and Missouri dealers, 
but now he sells home im- 
plements and other hard- 
5747 Prospect 
Avenue, Kansas City, Mo. 
Mr. Richardson is fully | 
as enthusiastic over the 
Save-the-Surface program 
as if he had started it 


By N. V. RICHARDSON 


and wants to hurry them along. There is 
such a thing as being in too much of a 
hurry. After that instance we have never 
failed to instruct each buyer not only to 
stir the paint but just how to stir it. 

As we all know, the heavier ingredients 
of paint settle toward the bottom of the 
can, leaving the lighter oils on top. It is 
a simple point, but important. Paint must 
be stirred up from the bottom. That calls 
for the dipping motion of the paddle 
rather than the round-and-round motion. 
A little lesson on stirring always helps 
every sale, if the buyer is obviously inex- 
perienced. 
know one old established firm in 
Kansas which carries its entire paint stock 
bottom end up. Then when the customer 
opens the can he or she is sure to get at 
the body of the paint first. That is one 
way to avoid trouble of the sort. I don’t know what the 
paint pundits would say about such a practice, but it 
must have worked for that firm. 


An YTHER instance: A woman, just as smart as 
most-of us, but impatient, came in for some floor varnish. 


She had several floors to cover. She wanted to know 
how to go about the job. We told her, emphasizing 
the fact that she must remove the old finish, mop the 
floor clean and let it dry thoroughly before applying the 
new varnish. 

But she followed our advice sketchily. In her im- 
patience to see results she put the varnish on damp 
wood. Then she put floor wax on the ‘green’ finish. 
She could see that things were not right and told us about 
it. I advised her to go to the picture show that day, 
the next day and the day after, and give that floor a 
chance to dry. She must have done something of the 
kind, for I heard nothing further from her. 

Temperature affects all kinds of painting material. 
particularly in the spring and fall. It is part of a 
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dealer’s job to take this into consideration. Except in 
summer time the outer air is always colder and damper 
than that indoors. With the windows and doors thrown 
open the housewife painting an interior is sure to get 
a degree of moisture she shouldn’t have. 

Every time a woman paints on the inside she is likely 
to over-ventilate because of the smell. That is a mis- 
take. The newly painted room should be kept dry and 
at an even temperature. 

I honestly believe that something like half the effort 
and expense of painting is largely wasted because so 
many people paint without any plan. They visualize the 
appearance of the new surface they have in mind, but 
they give little or no thought to the correct process. 
Dealers can do a lot for themselves, their customers and 
the paint industry by impressing the importance of the 
process upon each buyer. 

Women are ‘painting everything nowadays. Their 
enthusiasm should be directed, lest unfavorable reaction 
follow. We are doing our best not only to sell paint 
but to give each buyer a plan and induce him or her to 
carry it out patiently. Too much hurry and too little 
thought have canceled many a paint job. Hardware mer- 
chants who sell paint have plenty of missionary work cut 
out for them. 


Men who follow the painting trade are often at 
fault in getting a job over with and out of the way too 
hastily. I had to make a house call net long ago. | 
heard the housewife tell someone over the phone that 
she couldn’t leave because she was awaiting a paint 
expert to tell her what was wrong with the paint on her 
freshly painted home. 

She asked me for my opinion. It wasn’t my sale 
and it wasn’t the line of paint I handle, but I looked 
over the job. I was unable to find that there was any- 
thing lacking in the quality of the paint. 

It seemed a clear case of the paint being applied 
during a damp period. It wouldn’t hold and had blis- 
tered. Some painter had been in too much of a hurry. 
Our whole spring season here in Kansas City, in fact, 
was too wet to paint outside, yet much paint was sold 
and applied. 

Our Save the Surface cause is hurt every day by a 
lot of unscrupulous painters. It is a great pity. A 
painter takes a job and tries to get through with it as 
fast as he can. First, second and third coats are slapped 
on in quick succession. 





To be sure, each coat dries before the next is ap- 
plied, but how? By the use of hurry-up dryer, which 
ruins good paint. Just the other day I saw a big resi- 
dential contract job; the paint on a whole neighborhood 
of new homes had been ruined with gasoline. 


S ome of the paint manufacturers are doing good 
work in the education of the public on proper painting 
methods. It is needed. No, people haven’t been over- 
sold on paint; that would scarcely be possible. Good 
paint is too good a thing for its merit to be exaggerated. 

Nevertheless, many a customer leaves the hardware 
store, knowing too little about what he is carrying away 
in that can and not enough about what to expect of it. 

Every now and then I lose a customer because | 
insist upon telling her, as tactfully as possible, what | 
think she should know about the paint she wants to 
buy. 

But I believe I gain more than I lose, for every now 
and then some woman comes to me for advice with 
which usually goes a can or so of paint. Our customers 
evidently believe we are as eager about ultimate results 
as they are. 

Lacquers are popular now and becoming more so. 
With us this démand amounts to a rush. Inexperienced 
painters try to put lacquer on with a brush; it should 
be applied with a blower. Several women customers 
of mine, use the blower in their lacquer work. It spreads 
the material thinner and permits finer shading. 

Although there is some counter-drift toward enamel, 
I believe lacquer is here to stay. It stands knocks and 
abuse generally and can hardly be peeled off. Its egg- 
shell finish appeals to many. 

Without our paint department here we would scarcely 
feel as though we were running a complete hardware 
store. Paint is profitable, turns over rapidly and moves 
every business day of the year. Our small-can stock 
turns about six times a year; the larger cans, of course, 
do not move quite so fast. Paint is a great puller of 
extra volume for the suburban hardware store; any 
hardware store, for that matter. 

And we like our brush business, too. Household 
painting calls for almost no end of brush demand. Most 
people use a brush only once. They set it aside after 
use, expecting to clean it—a thing that is almost never 
done. The brush trade is quadrupled because of this 


(Continued on page 87) 















RDINARY 
Jep... 


Wherein a hardware merchant 
learns the fallacy of buying a year's 
supply to get a 15 per cent discount, 
and a live retail salesman wins a 
partnership. 


ED HAWKINS was an ordinary hardware dealer 
J in an ordinary town. His store was fairly well ar- 

ranged, carried the usual stock and catered to the 
usual hardware customer. His windows were not always 
works of art; his display tables were often badly cluttered 
up, and it was not unusual to find a bunch of miscellane- 
ous hardware scattered over the broad top of a kitchen 
range. 

Nevertheless people liked Jed Hawkins; they liked 
his breezy, friendly attitude and the smile that seemed 
a part of him; they liked the kindly interest he took in 
them and their affairs. They liked him so well that 
they overlooked a lot of those merchandising faults the 
experts growl about. Also they showed their liking by 
trading with him on a fairly regular basis. 

Jed was doing a good business so far as volume was 
concerned. He had made a little money as the years 
passed, but he was vaguely disturbed because profits 
seemed to shrink just a little each year, despite the fact 
that his volume kept up. He wondered why his inven- 
tory always revealed a bunch of odds and ends that even 
the annual bargain sale failed to move. Jed sighed and 
guessed that “it was part of the game.” 


Ox this particular morning Jed was leaning over the 
wrapping counter, want-book in hand, drinking in the 
eloquence of a high-powered “roofing” salesman. Jed 
sold about a carload of roofing a year, bought in a rather 
hit-or-miss way from his jobber. He was now getting 
an “earful” of the benefits of “buying direct.” 

“Why, man, you can’t afford to buy roofing the way 
you've been doing it!” said the salesman. “It’s no won- 
der you are not making the profits you should. The live 
ones have the edge on you—not on sales, but on profits. 
You’re paying regular jobbers’ prices; the wise ones are 
buying direct. You use a carload of roofing a year. No 
reason why you won't sell a carload this coming year, is 
there?” “No,” said Jed, “I don’t figure on selling any 













“Well,” he said © 
“I suppose you © 


are ready to 4 


give me that | 
order and grab * 
the 15%.” 


less.” “Well, then,” said the salesman, with a shrewd 
smile, “why not buy that carload from me now, all in a 
lump. You've got room to store it; you know you will 
use it all; and I'll give you a straight 15 per cent dis- 
count on the deal. That extra fifteen will look mighty 
good when you figure up your year’s profits.” “It sure 
will,” said Jed heartily. “I’ve been wondering a lot 
about my buying lately.” 

Bill Benson, chief clerk and general handy man around 
the store, had been lingering around as the big sales 
argument was put over. Bill was nobody’s fool; he knew 
hardware and he knew people. He it was who badgered 
Jed into putting in display tables and otherwise fixing 
up the store. He had been doing a little reading and 
studying along the lines of modern merchandising. He, 
too, had been wondering about the buying, but along an 
entirely different line. He was inclined to think that 
Jed’s problem was more one of turnover than of dis- 
counts. 

As the roofing salesman slapped his order book on 
the counter as a finishing gesture, Bill butted in. “Can 
I speak to you a minute, Mr. Hawkins?” he queried. 
“Sure,” said Jed, “what’s on your mind, Bill?” “It’s 
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something private,’ said Bill. “Come in the office a 


minutes, please.” 

Jed excused himself and did as requested. “Mr. Haw- 
kinds,” said Bill, hurriedly, “I’ve been doing a little fig- 
uring lately, and I think that fellow is all wrong. What 
we want is buying in reasonable amounts on a regular 
basis that will let us turn the stock oftener. That 15 
per cent of his will be wiped out long before the year 
is over—just through the carrying charges.” “You're 
crazy,” said Jed. “That extra fifteen will just be so much 
more in the till.” “I don’t think so,” replied Bill, ear- 
nestly. “Anyhow, will you put him off until this after- 
noon and let me figure it out for you. If I’m not right, 
you can order the carload then, and nothing lost. Please, 
Mr. Hawkins, I know I’m right.” 

“Just as you say, Bill,” said Jed. “I don’t take any 
stock in your theory, but I’m willing to let you sweat it 
out.” And so Jed put the salesman. off with an excuse 
and the promise to give him a definite answer at 3 p.m. 

From that time on Bill was a busy man. He figured 
and re-figured; he used up almost an entire tablet and 
nearly wore out his trade papers, thumbing them over. 
However, at exactly 2 o’clock he heaved a sigh of re- 
lief and called Jed back to the office. “Here’s the figures, 
Mr. Hawkins,” he said. “I’ve worked it out both ways, 
and I showed it to Mr. Barrett over at the bank, and 
he says it’s right, only he says it could be carried still 
further. His stenographer typed it all out for me.” 

Jed took-the paper and started to read. His face grew 
more thoughtful as he went on. This what he read: 


A hardware merchant sells a carload of roofing per 
year at a cost price of $1,000. He is offered 15% 
discount if he will buy the entire carload at one pur- 
chase. Is it economical for him to accept the offer, 
or will he make more money by investing one-third the 
amount three times during the year at the regular 
price. 


Example No. 1 


Merchants buys $1,000 worth of roofing at dis- 
count of 15%. 

15% of $1,000 = $150 
$1,000 — $150 = $850 

His margin of profit is 334% of sales. 
His operating cost is 20% of sales. 

His rate of turnover is one time per year; he then 
has for his $1,000 a stock of roofing at a normal value 
of $1,000 and $150 in cash for reinvestment. 

Let us consider first the $1,000 stock of roofing. 

Since the margin of profit and the operating cost 
are figured on sales, we must consider the $1,000 
stock at its selling price. 

33144% of the selling price equals 50% of cost. 

50% of $1,000 = $500 
$1,000 + $500 = $1,500 

He, therefore, has $1,500 worth of stock at selling 
prices. He turns that stock once only. Therefore, 
his sales for the year are $1,500. 

His margin of profit is 3314% of $1,500, or $500. 

His operating expense is 20% of $1,500 or $300. 

Subtracting his operating expense from his margin 
or profit, we have 


$500 — $300 = $200 


He, therefore, has a net profit of $200 on the year’s 
sale of roofing which cost him $850. 

But in addition he has had $150 of the $1,000 he 
normally spends for roofing, which he has invested in 
his business. Let us suppose that he invests this $150 
in stock, which turns at the average rate of three 
times per year. , 

He then has $150 worth of stock at the cost value, 
or $225 worth at the selling price. 

Since his turnover rate is three times per year on 
sales, we multiply $225 by 3, and find that his total 
sales of the year on those goods equal $675. 

His margin of profit is 3344% of $675, or $225. 
His operating expense is 20% of $675, or $135. 

$225 — $135 = $90, his net profit on the $150 in- 
vestment. 

He, therefore, made a net profit of $200 on his 
investment of $850 in roofing, and an additional profit 
of $90 on his investment of $150 in other goods. 

$200 + $90 = $290, his total net profit on the 
$1,000 investment. 


Example No. 2 


The merchant decides to forego the 15 per cent dis- 
count and buy roofing on a basis that will allow him 
to turn his stock three times per year. 

He, therefore, invests $333.33 in roofing every four 
months. His rate of turnover is three times. 

His margin of profit is 334% of sales. 

His operating cost is 20% of sales. 

Since his margin of profit and operating cost are 
figured on sales, we must consider the $333.33 stock of 
roofing at its selling price. 

33144% of selling price equals 50% of cost. 

50% of $333.33 = $166.67. 

$333.33 + $166.67 = $500. 

He, therefore, has $500 worth of roofing at selling 
prices. He turns the stock three times. 

Three times $500 equals $1,500, his yearly sales. 

His margin of profit is 3314% of $1,500, or $500. 

His operating expense is 20 per cent of $1,500, or 
$300. ; ‘ 

$500 — $300 = $200. 
transaction. 

With $1,000 capital he can make two other similar 
stock investments, each giving him a net profit of 
$200, or a total of $400. : 

$200 + $400 = $600, his total net on the $1,000 
investment. 


He makes $200 on the 


Summary 


In example number one, the merchant made a net 
profit of $290 on his $1,000 investment. 
In example number two, he made $600 on his $1,000 
investment. 
$600 — $290 = $310 
In other words, the merchant who buys a year’s 
supply of roofing at one time for $1,000, with a dis- 
count of 15 per cent, would lose $310 as compared 
with the merchant who paid the regular price and 
bought on a basis which would allow him to turn his 
stock three times during the year. 
Just as Jed finished his study of Bill’s figures, the 
high-pressure roofing man breezed in. “Well,” he said, 
(Continued on page 86) 














ce 





Money Mosel 


’ [ VHAT essential business will 
again have the benefit of 
the consumer’s dollar is 

indicated by the opinions ex- 

pressed in the large number of 
letters being received daily by 


No Reason Why Business Should 
Halt or Slow Up 


INDIANAPOLIS, IND.—It seems to me 
that the ups and downs of the stock 
market have less effect today on gen- 
eral business than sim- 
ilar ups and downs 
have had in the past. 

I don't think that any 
of us can get away 
from the fact that dras- 
tic fluctuation in values 
are bound to have some 
effect. One blessing in 
the present situation is 
the fact that the credit 
situation was not seriously affected by 
what took place in the stock market. If 
what took place in the stock market 
had affected credit to the extent that 
credit was affected by similar situations, 
we could, without doubt, have been sure 
of a serious, and perhaps prolonged 
business depression. 

Under present banking safeguards 
the stock market readjustments did not 
seriously affect business in general. 
What happened was bound to happen. 
Everybody knew it was going to 
happen; they just did not know when. 
Now they can look back and know when 
it did happen and that’s that. 

There are just as many mouths to 
feed, just as many backs to clothe as 
there ever were. People in general need 
certain things to carry on daily, and 
barring a certain psychological effect 
which will disappear almost as quickly 
as it came, I see no reason why busi- 
ness should halt, or even slow up ma- 
terially. 

(Signed ) 





H. C. ATKINS 


H. C. ATKINS, 
President, 
E. C. Atkins & Co. 


Business Adversely Affected 


St. Josepu, Mo.—There is a large 
number of small investors who have 
suffered losses by reason of the de- 
cline in the stock market; and for this 
reason it seems to me that business 
will be adversely affected. 

(Signed) J. A. Warner, Treasurer, 
Wyeth Hdwe. & Mfg. Co. 








Hardware Age. The entire 
hardware industry is confident 
that with the rather stiff rebuke 
administered to the average 
speculative citizen by the defla- 
tion in stock prices, minds will 
turn to regular channels of 
business thought. Merchants 
who have lately had one eye on 
the stock market and customers 
whose money has been going 
to brokers will now, it is felt, 
get back to the less exciting but 
more necessary purchases of 
hardware and kindred items. 
This backed up by the confer- 
ences now being held between 
President Hoover, members of 
the cabinet, heads of the great 
industrial organizations and 
the railroads, who have pledged 
themselves to large projects, 
will go along way towards mak- 
ing the slump in the stock 
market seem like a mere night- 
mare. 





Curtailment Will Not Be General, 
Says Robt. Russell 


Horyokr, Mass.—Every hardware 
man is talking about the recent break 
in the stock market and wondering 
how it is going to af- 
fect his business in the 
future. I believe that 
many individuals who 
had made a large paper 
profit on their securi- 
ties and were expect- 
ing to take a European 
trip or buy a new auto- 
mobile or perhaps a 
new house on the profits 
which they thought were real, will be 
disappointed in their plans and will 
have to forego this sort of expansion. 
I believe, however, that this curtailment 
will not be general and that production 
throughout the country will be high 
with large resulting payrolls, which 
means prosperity to the retail mer- 
chants. The outstanding favorable 
factors to healthy manufacturing in 





ROBT. H. 
RUSSELL 
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ESSENTIAL 


this country are: (1) inventories are 
not unduly expanded; (2) commodity 
prices are not inflated; (3) credit con- 
ditions are in a normal state. With 
these three very favorable conditions 
for manufacturing it is hard to see 
how the stock market break is going 
to have any real effect on production 
in this country and the resulting re- 
tail business. 

(Signed) Rosperr H. Russe i, 

J. Russell & Co. President, 

New England Association. 





Making Holiday and Spring 
Purchases as Usual 


MANSFIELD, Onto—The number of 
people actively engaged in stock mar- 
ket transactions, on the “marginal 
plan,” is a very small 
percentage of the 
whole population. They 
make up the list of 
speculators and_ these 
persons usually with- 
draw from activity in 
any industrial or com- 
mercial enterprise, so 
that the sale of mer- 
chandise is not affected 
by their profits or their losses. 

The holders of Industrial and Utility 
Stocks, which are listed on “Boards of 
Trade,” while large in the aggregate, 
are widely scattered and are a very 
small percentage of the total popula- 
tion. By far the largest number of 
holders of shares of stock issued by 
corporations, is that class of local cor- 
porations, not listed by stock ex- 
changes, and the value of that stock 
not influenced by stock market fluc- 
tuations, 

The “stock debacle” as you term it, 
is only a repetition of what takes place, 
when the “Country” has “bought up” 
a large block of listed stocks, and the 
professionals “sell out” or unload their 
“holdings.” The “Country” purchases 
stocks on a “rising” or an “advancing” 
market, and the professionals let them 
have it. 

The present situation will cause some 
withdrawals of funds from Savings 
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Departments of F inan- 
cial Institutions, it will 
cause bankers to call for 
more collateral or other 
securities, it will cause 
bankers to reduce the 
maximum credit 
in special cases, 
but the indus- 
trials, merchants 
or individuals 
who are regular 
customers, and 
reasonable citi- 
zens, will have 
no difficulty in 
obtaining loans 
from their 
financial institu- 
tions. 

In my opinion the vol- 
ume of business, in- 
cluding hardware, will 
not be more, nor less, on 
account of recent decline 
in listed stocks—the pub- 
lic earning money, will spend it. Some 
money will be released -from stock 
speculation, no doubt, and seek nor- 
mal investment. 

A very large number of “losers” 
will never tackle stock transactions 
again, on the “margin” plan, and these 
people will have that money for local 
purchases and investment. 

We are not at all disturbed over the 
situation, are making selections and 
purchases of merchandise for usual 
holiday trade, also placing future 


orders. (Signed) W. B. Martin, 
The Martin Hardware Co., 
N. R. H. A. Director. 


Final Result of Setback Will Be 
Better Business 

New York City—Without a single 
exception, the business of our corpora- 
tion has increased from year to year, 
even during such pan- 
icky years as 1907, 
1914 and 1920, and 
from the amount of our 
booked orders and the 
additional orders we re- 
ceive daily, we are led 
to believe that unless 
something unforeseen 
occurs that our sales 
will be equally as large 
as last year, if not better. 
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We cannot prognosticate the condi- 
tions of business for the next six 
months. If our dealers dispose of their 
Lionel stocks we look forward to an in- 
creased volume of business from them 
during the Toy Fair in February. If, 
on the other hand, retail business should 
suffer on account of the financial con- 
dition of a great many people, then 
of course our early orders may fall off, 
but as mentioned above we have always 
gone ahead and we are confident that 
our next year’s business will be 
thoroughly satisfactory. 

If we manufactured an article for 
which the demand was equally as large 
during the twelve months of the year, 
then we would more easily judge the 
volume of business we would do in 
1930 by monthly records, but in our in- 
dustry that is physically impossible. 

We have the greatest confidence in 
America and the future of our country. 
The setback that has taken place is 
bound to be prolific of good results in 
time to come and if manufacturers and 
large dealers will simply use their 
heads, sit by quietly and not become 
panicky, I am very sure that conditions 
will so right themselves that this 
debacle will soon be forgotten and 
everybody will pay greater attention to 
his business, which will doubtless bring 
him greater returns than if he per- 
mitted things other than his own 
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THE PRODIGAL: It was a good time while it lasted, dad, but I’m ready to go to work now. 


interests to interfere with his construc- 
tive work. 
(Signed) J. L. Cowen, 
President, The Lionel Corp. 


Inventories Are Low—Outlook 

for Toys Is Good 

Cuicaco, ILt. — Toys are neither 
food, raiment or shelter, but on 
Chrjstmas morning, they are more im- 
portant than any of 
these. For this reason, 
the history of the toy 
industry shows that 
peaks of prosperity or 
valleys of depression 
have very little effect 
on the total toy volume 
of the country. When 
times are bad, people 
will go without things 
for themselves rather 
than deprive the kids of their toys. 
When times are good, they still buy 
toys for the kids, the only difference 
is they will buy higher priced toys. 

I see nothing in the present economic 
situation to justify anything but an 
optimistic outlook for this Christmas 
and the first six months of next year. 
Inventories are low—fill-ins and_ re- 
orders should run high. 

(Signed) W. O. Coteman, President. 
American Flyer Mfg. Co. and Presi- 
dent, Toy Manufacturers of U. S. A. 





w. oO. 
COLEMAN 























‘Jobber Simplifies Stock Records 


ARKED simplification in the keeping of stock 
M records and increased turnover as the result 

of close touch with stock have been accom- 
plished by the installation, of a Kardex system of records 
‘ by the Ott-Heiskell Co., Wheeling, W. Va., wholesale 
hardware jobber. The company carries a large stock of 
small shelf hardware, cutlery and other articles and is 
also an active distributer of radios. On most of these 
lines a memorandum of the stock is taken each week, 


MONTH 
YEAR “GS | ~ Tyo ~ 6°: 





TO BE COUNTED TOCKS AND 


NUMBER 


Mill Bastard 6 


Half Round 8 


(BRAND NAME GOES HERE) 


(MANUFACTURER'S NAME GOES HERE) 


and on many articles, especially radio accessories, the 
company orders every week. This requires rather com- 
plete records, but the Kardex system utilized is so simple 
that it takes the stock man but a short time to take a 
memo of an entire line. 

In choosing a card for such a record the company used 
the largest size available in order that as much of a 
record of past buying as possible might be visible on the 
card at one time. (Continued on page 86) 
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The cards, a sample of which is shown in the illustra- 
tion which accompanies this article, are kept in a stand- 
ard filing cabinet within easy reach of the individual in 
charge of stocks, and are indexed to correspond with the 
price page in the stock book. Each tray will hold 35 
stock cards, and there are nine trays to the cabinet unit. 

In the wide space at the left-hand side of the card the 
article covered is typed, together with its various classi- 
fications and sizes. The next two spaces contain the 
maximum and minimum number of such articles which 
should be carried in stock. This enables the stock clerk 
to notice immediately when the stock of a certain article 
falls too low and also tells him how large an order to 
place without laying in too large a surplus. The date of 
the stock taking is written in pencil at the top of the next 
column and immediately under it a notation is made of 
the date on which the order was placed. Memoranda 
of the stock as of the date at the top of the column are 
entered in pencil and immediately under this figure a 
notation of the number of the article ordered is made in 
red ink. When the invoice is received from the manu- 
facturer the quantities are checked off on the stock card 
and a pencil line run through the red ink figures to 
show that the goods have been shipped and are either 
in transit or in stock. In case the full number ordered 
fails to arrive, the number shipped is entered. 

After memos have been taken, the stock man inserts 
a red tab on each card that has been counted and the 


buyer can then run through the files quickly and pick 
out and go over recent memos to make up his orders. 
The cards are printed on both sides and when one side 
is filled a second card is made out and placed on top of 
the first. When the second is filled the original card is 
reversed and the back of it is used.. This provides a 
record over a long period, as three cards can be placed in 
one folder without crowding it. 

Space has also been provided at the top of the card 
for keeping a record of the sales monthly or yearly. 
The name of the manufacturer supplying the product is 
also entered and notation is also made of the days of the 
month when the stock should normally be counted. The 
minimum shipment of the particular article is also en- 
tered. 

In arriving at the maximum and minimum stock fig- 
ures on each article mentioned above, the company went 
over past years’ records and figured the total yearly sales 
of anitem. It then calculated what its average turnover 
should be on that item and thus decided what the maxi- 
mum and minimum stocks should be. These records will 
have to be changed from year to year with the changing 
of demands, as most of the items in the hardware line 
never seem to remain stationary. 

The Kardex cards are manufactured and distributed 
by the American Kardex Co., Kardex Bldg., North 
Tonawanda, N. Y. 





Small Paint Nook Most Productive Space 


shelving. The fact that it “stocks 
out” makes it very conspicuous and 
this prominence is further augmented 
by the type of display on the project- 
ing section. It.consists almost en- 
tirely of paint paddles in variegated 
colors. This colorful display catches 
the eye and sells the observer the 
idea that this store has paint to sell, 
in a more forceful style, than if the 
customary paint cans were alone used 
for this purpose. 

I. O. Reinoehl, manager of the 
store, said: “That little paint corner 
is the most productive space in the 
store. All of our half-gallon and 
gallon cans of paint are carried in 





(Continued from page 4) 


the basement, where they don’t take 
up the valuable display space they 
would require if they were carried 
on the sales floor. Due to the space 
limitations of our paint department 
we were compelled to use a little in- 
genuity to make it stand out, in such 
a fashion that our customers can’t 
miss it. We think our present ar- 
rangement has solved the problem. 
We built the “island” paint fixture, 
used in front of the paint shelving 
ourselves and we find it both prac- 
tical and efficient. It takes care of 
sandpaper, steel wool, polishes, 
cleaners, brushes and practically all 
related painting accessories, utilizine 


Notes From Washington, D. 


The Federal Trade Commission soon 
will send an elaborate resale price 
maintenance questionnaire to a list of 
wholesalers and retailers with a view 
to ascertaining definitely how they 
handle a stated list of nationally ad- 
vertised and trade-marked lines. The 


questionnaire will cover hardware, 
household equipment, drugs, and 
groceries. Those to whom the ques- 
tionnaire will be sent will be asked to 
give information as to purchase price, 
selling price, manufacturers’ proposed 
resale price and attempts of producers 





a minimum of space to the best ad- 
vantage. 

“The brand of paint we feature 
has been handled in this city for over 
thirty-five years and, of course, it 
has a reputation for quality and is 
preferred by a wide circle of users. 
We go after the master painter’s bus- 
iness as well as the home owner’s. 
Even if it is advisable to grant some 
price concession to master painters, 


' they buy in large quantities and we 


find their trade profitable. Further- 
more, we consider it gives our paint 


| department a certain amount of pres- 


tige with the novice to have the 


master painters as our customers.” 


C. 


to maintain the suggested resale price. 

Through agreement between the De- 
partment of Justice and the packing 
interests hearings on the application 
of the packers’ consent decree, which 
limited their merchandising activities, 
have been postponed a month. 




















New | RENDS 
in )ISTRIBUTION 


high spots. I must deal in principles and not in 

details. In other words, I can only sketch the pic- 
ture of modern distribution as I see it, and I must leave 
it to my hearers to carry the thoughts I suggest and 
their application to the various problems of selling. 

Fully 60 per cent of the influences that make the 
success or failure of any business are outside of that 
business. By this I mean that a merchant working in his 
own business, no matter how thoughtful he may be, no 
matter how hard he may work, no matter how good his 
judgment is, if he confines his thinking entirely to his 
own business, then the factors he covers are only 40 
per cent of the total result. 

This principle has been illustrated where a harness 
or a carriage maker did not watch the development of 
the automobile, gas taking the place of oil, electricity 
replacing gas, prohibition desiruying brewing and dis- 
tilling, rayon replacing cotton, concrete and steel in 
building superseding wood, steamships replacing sailing 
vessels, and so on down a whole list of changes that 
have taken place in trade, and all the other changes that 
were influenced by these changes. 


I: a talk such as this I can only touch upon a few 


a4 {ERE have not only been changes in industries, but 
changes are steadily taking place in methods of distribu- 
tion. Fifty years ago goods were sold almost exclusively 
through the channels of manufacturer to jobber and job- 
ber to retailer. Within this period we have seen the 
development of the mail order house and the chain store 
and house-to-house selling. All of these changes taking 
place outside of the business of the old-time merchants, 
entirely independent of their business, but at the same 
time having a profound effect upon them. 

Within my own business experience there were no 
established rates made by railroads. Different rates were 
made to different customers. Rebates were a common 
thing. Rate wars between railroads occurred at frequent 
intervals. Then came government regulation, through 
the Interstate Commerce Commission, the fixing of 
rates, the laying down of rules by which the railroads 
are governed—result, the stabilization of the railroad 
business. Where railroads forty years ago were almost 
all bankrupt, frequently passing into the hands of re- 
ceivers, now they have good credit, are prosperous, are 
giving the best service in the world, and their stocks and 
bonds are as good or better than other securities that can 
be bought. 


Address given by 
Saunders Norvell 
before the first Ohio 
Management Con- 
ference onWednes- 
day, Nov. 20, 1929, 
at Columbus, Ohio 


Take banking: All the older men in this audience 
remember the banking panics of the past. A large part 
of the nation’s troubles was the result of banking con- 
ditions. Then came the National Bank Law, the govern- 
ment regulation of national banks. All this at first was 
opposed by the banks themselves. It was called govern- 
ment interference with business. Then came the Federal 
Reserve bank and the regulation and control of our 
entire banking system. No one in this audience will 
doubt that the Federal Reserve has stabilized the bank- 
ing of the country. Failures among banks are largely 
the private, not national institutions. 

In the early days we remember wars between the 
public utility companies. Now we find our great public 
utilities, such as the telephone and telegraph companies, 
regulated by the government. Their rates are fixed. As 
a result these great industries have prospered, have given 
the public wonderful service and now their securities 
are sold broadcast in the land, so that the people have 
become, in an increasing measure, the owners of the 
companies that serve them. 

All of these things are history, and well known to 
every business man of average intelligence. But now let 
us turn to industry, to manufacturing, to jobbing and 
retailing. In these fields, on account of the development 
of modern selling, of national advertising, of modern 
handling of salesmen, of changing channels of distribu- 
tion, the competitive pressure for business has become 
a tremendous force. Modern selling in its present de- 
velopment has become a Frankenstein, which, unless 
controlled, like the monster in the story will destroy its 
maker. In other words, industry in this country, as I 
see it, is like the railroads, the banks and the others 
mentioned above, before they were taken in hand, regu- 
lated and the rules of the game laid down and enforced. 


Tus Sherman Law and the Clayton Act laid down 
certain principles, but these laws are very hazy and 
foggy. The meaning of the laws on point after point 
has had to be established by the courts. This has taken 
a great deal of time and has caused a great waste of 
money in litigation. Glaring inconsistencies exist in the 
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present interpretations of these laws. Some of these 
interpretations almost approach the verge of absurdity. 
I have no time in this address to go into this aspect of 
the laws controlling distributions. 

Some of the glaring evils resulting from mass pro- 
duction, overproduction, high-powered selling and na- 
tional advertising are, first of all, the unfair classification 
of customers. Manufacturers, for instance, selling a job- 
ber at a certain price and then selling a retail dealer a 
exactly the same price. Manufacturers selling retailers at 
a price and then going to other manufacturers using their 
goods in the same cities as these retailers and selling 
these manufacturers who buy their goods in large quan- 
tities at even lower prices than they have sold their 
jobbing or retail customers. 


a 


An JTHER great evil that is rampant in modern 
distribution is the secret rebate, large distributors receiv- 
ing favors not granted to smaller distributors in the same 
class, these favors placing the large distributors in a posi- 
tion to destroy their smaller competitors. 

Along with the above conditions that I have sketched 
hastily we find that modern competition has built up a 
sales structure, composed of national advertising, district 
sales managers, branch houses, salesmen and mission- 
aries, that costs immense sums of money, and that is a 
tremendous burden upon almost every industry. With 
this modern system that is applied to many lines the 
same goods are not only sold once but frequently twice, 
and in some cases three or four times, all this cost of 
selling, of course, being added to the cost of the goods, 
and in the end being paid for by the public. 

In the old days almost every large business was built 
up as a result of the shrewdness, energy and occasion- 
ally by the crookedness of one individual. This has led 
to the saying that every great institution is the shadow 
of one man. That was especially true in the old days. 
In those days we had individuality in business. It was 
my fortune in my early years to be brought in contact 
with many of these old-time captains of industry. I 
think I can say, without fear of contradiction, that the 
majority of them were exceedingly narrow in their 
thinking. They cared nothing whatever for the general 
welfare of their industry. 


I CAN just imagine how one would have been laughed 
at forty years ago if he had suggested to one of these 
gentlemen the idea of thinking first about his industry 
as a whole and afterward of his own business. These 
men were woefully ignorant of what was happening in 
their own industry. They were ignorant of the trend 
of the times. 

Nevertheless, many of them established great busi- 
nesses and left large fortunes. The reason they did this 
was on account of the unprecedented growth of this 
country. The whole United States was opening up. 
Immigration was pouring into the country. Territories 
were being turned into States. Railroads were being 
built. In those days the country was growing so fast 
that ignorant, narrow men could succeed. In was only 
necessary for them to buy goods, to buy more goods, to 
fill up their warehouses and to send out their salesmen 
to gather the harvest of ever-increasing orders. 


The game of selling in those days was played without 
any rules. There were all kinds of practices—fair and 
unfair. Successful salesmanship was largely a matter 
of inspiring friendship and of physical strength to travel 
hard, to make long trips and work long hours in taking 
orders. In those days, when the goods were sold, they 
were sold. After selling the goods, the jobber or manu- 
facturer felt no responsibility toward his customer. 
After selling, the next problem was simply to collect. 

It was an era in which each man took care of himself 
and the devil took care of the hindmost. But let me 
repeat, the great growth of the country, the expansion 
of business took care of all the inefficiency that existed 
in business. Unusual profits took care of heavy losses 
through bad debts. Chances were taken in the way 
of credits, because the profits were so large. Means of 
communication were poor. There were no great papers 
such as we have today, giving facts and information 
daily in regard to business. As a result, things were 
done just as they are now done in China and are never 
heard of on the outside. Information traveled in small 
circles, and as a result the various merchants were not 
so much troubled about the things that were done, simply 
because they never heard of them. 

Now, what is the condition today? What are the new 
trends in distribution? Today in an entirely different 
environment from that of forty years ago, some of the 
same evil practices of those days are still in existence. 
The difference between now and then is that merchants 
know what is being done today. They know of dis- 
criminations, they know of secret rebates, they know 
of price cutting, they know of the wrong classification 
of trades. They know that some manufacturers do not 
protect their customers, and that some jobbers in turn 
do not protect their customers. 





Ox account of our modern methods of distribution, 
information on all those things is known and is known 
quickly. As a result, the whole trade is honeycombed 
with the feeling of distrust, fear and suspicion. Short- 
sighted salesmen by gossip, talebearing and even by 
exaggeration stir up ang make the situation worse. As 
a result of these conditions many industries are suffer- 
ing from what I have termed “profitless prosperity.” 
We enjoy a large volume of sales, that in many cases 
keep our factories going. We pay large salaries to the 
heads of departments and to the* workers in our fac- 
tories, but when we come to the end of the year and 
figure up our profits, we find in many cases they are 
exceedingly small or entirely non-existent. Under these 
conditions, business instead of being a pleasure and a 
rational occupation, has become a tremendous grind, full 
of irritations and disillusions and so wearing upon the 
executives that the tired business man has become one 
of our national institutions. 

What is the answer to all of this? To my mind the 
answer, and the only solution, is that the rules of the 
game must be laid down. We must have fair rules, giving 
an equal chance to all the players. These rules must be 
enforced. How could we play a game of bridge today 
unless there were rules governing the game, and unless 
those rules were rigidly enforced? One reason why the 
game of mahjong never got far in this country and soon 

(Continued on page 82) 
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HIS is the second chapter on 
the modern poster alphabet 
illustrating the basic strokes in 
the simple construction of the capital 
and lower-case letters H, I, J, K, L, 
M,N. This alphabet will be divided 
into four chapters, or in groups of 
seven letters each, with the exception 
of the fourth chapter, which will treat 
on the five angle letters V, W, X, 
| ae A 
In this chapter there are no circular 
strokes to learn. Nothing could be 
more simple than the elementary out- 
lining strokes shown herewith. The 
capital letter H requires but six 
single strokes to outline. The little 
arrows point the direction each stroke 
should take and the small numbers 
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the sequence of strokes. The wide 
parts of skeleton elements should be 
filled in with a large size brush after 
all lettering is completed. The letter 
I is outlined in four single strokes 
and should be the same width as the 
heavy elements of the other letters. 
The letter J is outlined in four 
strokes, the third stroke being a back- 
ward stroke curving up to join stroke 
number two. The letters K and M 
both require seven strokes. The let- 
ter N four strokes. 

The thin white line is drawn over 
the thickest part of each letter after 
the color has thoroughly set so it 
will not rub up. This white line adds 
greatly to the appearance of the fin- 
ished show card and requires very 
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By JOSEPH BERTRAM JOWITT 


little effort and time to produce. 
Letters 2 in. high and 1% in. wide 
are the best size for practice work. 
Be sure to rule off a top and bottom 
guide line the height of letters, then 
lightly sketch out the outline of let- 
ters in pencil, in skeleton formation, 
as shown on the alphabet plate. 
Starting with the capital letter H, 
select a number six red sable brush 
which will produce a single stroke the 
thickness of stroke three, in the letter 
H, dip the hairs of the brush about 
three-quarters their length in the 
card color then work the brush out 
upon a scrap of cardboard until you 
get the color well into the heel of the 
brush, then roll the handle of the 
brush between the fingers until the 
hairs come to a blunt point. After 
you have trained the brush mark the 
handle so you will hold it in the same 
position each time you use it. 


W HEN making the downward 
stroke don’t go at it to carefully or 
slowly. Remember to hold the brush 
as you would a lead pencil avoid any 
cramped position, keep the thumb and 
first fingers way down touching the 
metal ferrule. If your hand shakes 
and your downward brush strokes 
are irregular and ragged and have a 
tendency to lean to right or left, try 
placing a small block of wood about 
2 in. thick under the wrist joint, this 
slight elevation will permit better 
brush control for a beginner. The 
modernistic style of cut-out show 
cards offers an endless amount wf 

















ALPHABET 


CHAPTER 2—H to N 


ideas for the hardware store win- | 


dows and store interior. Bright 
colors are very much in style for the 
holiday season and modernistic show 
cards call for vivid and striking color 
combinations. On account of re- 
production the show cards illustrated 
herewith were done in black gray 
and white, but for the benefit of our 
readers who desire to know color 


harmony the writer offers the follow- 


ing color combinations : 

On a dark blue background almost 
any color combination of lettering 
may be carried out. On a light 
green background letter in black or 
ultramarine blue, then outline or 
shade letters with white. On a dark 
red or maroon background letter in 
orange or light blue, edge the large 
lettering in white. On a cream or 
light buff card letter in dark red or 
brown and do border or shade letter- 
ing in color about two shades darker 
than the color of the background. 

The show cards illustrated herewith 
have the modernistic cut-out effect so 
much in demand today. A pattern 
was made by folding a piece of paper 
the size of a 11 x 14 show card when 
it is folded it should measure 51%4 x 
14 in. Now draw out a sharp cut 
modernistic design on one side and 
proceed to cut through and when the 
paper is unfolded the design will be 
perfectly balanced. 

All show card writing should be 
done upon an inclined plane this will 
bring you more directly over your 
work and is much better than work- 
ing on a flat surface. This proper 
angle may be obtained by nailing 
some boards together, a good size 





desk would be 24 x 44. Nail a 6 in. 
strip of wood at the back of this 
board, and a 2 in. strip underneath 


serviceable work desk with the proper 
pitch for correct prospective.~ “This 
may be covered with either oilcloth, 
cardboard or paper making’ the sur- 
face even and smooth. 

Speed in lettering show cards 
comes only with practice, . The be- 
ginner should remember this and be 
satisfied that the slow but sure 
method will bring the best results. 
If you make a.mistake do not throw 
the card away but proceed to rectify 
it as follows: 

If the surface is white cardboard 
start to erase it with the point of a 
sharp penknife or safety razor blade. 
When finished smooth down the sur- 
face with the back of the thumb nail 
using a rotary motion. If the sur- 
face is colored sprinkle a few drops 
of water over the “mistake” let it 
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at the front, this will make a very |. 








ti a 
+7 7 


XMAS 
Gifts 









Modernistic displays are 
the present vogue in dis- 
play design. As this ar- 
ticle describes a modern 
alphabet, which can effec- 
tively be used in connec- 
tion with window display 
cards it is especially 
timely. 





soak for a few seconds then remove 
the mistake with a piece of cotton or 
soft cloth, remember-to wet the card 
and not the cloth. After the washed 
spot is thoroughly dry rub the sur- 
face well with a dry chamois, then 
reletter the spot where the mistake 
was. 
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Arthur H. Stanton Joins 
U. S. Color Card Company 


Arthur H. Stanton has been appointed 
director of sales and advertising of The 
U. S. Color Card Co., Chicago, Ill. He 
assumes his new duties on Dec. 1. 

Mr. Stanton has for the last 14 years 
been connected with The Eagle-Picher 
Lead Co., Chicago. For the last seven 
years he has been in charge of the com- 
pany’s advertising. 

The background of sales, merchandising, 
and advertising which Mr. Stanton pos- 
sesses will be used to good advantage in 
his new position. During the war he was 
a military aviator and instructor in flying 
at Kelly Field, Texas. Before the war 
Mr. Stanton was a traveling sales repre- 
sentative. He is a native of Chicago, and 
as director of sales and advertising for The 
U. S. Color Card Co. he will have close 
contact with his many friends in the paint 
industry. 





Ralph H. Clore, Sales Manager, 
U. S. Electrical Tool Co. 


Ralph H. Clore has been made sales man- 
ager of the United States Electrical Tool 
Co., Cincinnati, Ohio. He succeeds George 
M. Lawrence, recently resigned. 

Mr. Clore has been with the. organiza- 
tion for many years. Until this advance- 
ment he was in charge of sales in the Cin- 
cinnati district. 


Dayton Dealers Inspected 
American Rolling Mill Plant 


Members of the Dayton (Ohio) Retail 
Hardware Dealers Association held their 
regular monthly dinner meeting in the 
general offices of The American Rolling 
Mill Co., Middletown, Ohio, on the eve- 





ning of Nov. 11. Following the dinner, 
E. L. Cramer, vice president of the organ- 
ization introduced the two special speakers 
of the evening and conducted the regular 
routine business. 

G. W. Breil, managing director of the 
Armco Distributors Association of Amer- 
ica, gave a brief history of The Ameri- 
can Rolling Mill Co. He recalled how 
a few years ago dealers did not go on 
inspection trips through steel mills. He 
stated that there is now a realization of the 
value to dealers knowing how the mate- 
rial is made that is used in the products 
which they sell. 

D. M. Strickland, manager of the de- 
velopment department, sales division of 
The American Rolling Mill Co. spoke on 
how to sell, practical selling and the train- 
ing of salesmen. 

Following the after-dinner program, 
the hardware dealers made a trip through 
the East Works of the rolling mill where 
they saw the continuous rolling process 
generally employed. 





G. J. Hallam, Sales Manager, 
DeForest Radio Company 


G. J. Hallam has been appointed general 
sales manager of the DeForest Radio Co., 
Jersey City, N. J. 

Mr. Hallam recently resigned as radio 
merchandise manager of the Associated 
Merchandising Corp., New York, IN. Y. 
Prior to that connection he was field sales 
manager of C. D. Black & Co. of New 
York and general sales manager of the 
merchandise division of Sperry & Hutchin- 
son Co. of New York. 

With a wide experience in radio and 
general merchandising, Mr. Hallam comes 
to the DeForest organization at a time when 
the distribution of radio tubes is becoming 
increasingly extensive and diversified. 





Glidden’s Old Timers Serve 477 Years 





These employees of The Glidden Co., Cleveland, Ohio, are members of the company’s 
Old Timers Organization. Each employee has served The Glidden Co. for fifteen 
years or more and their combined years of service total 477 years. 

The Cld Timers Organization welcomes into membership those who have served 
Glidden for five years or more. The members are now wearing a newly designed 
pin which features a large monogrammed “G” with a paint can hanging from it. 





E. L. Gouedy, Advertising Mér., 
The Eagle-Picher Lead Co. 


Ed Lowe Gouedy, for a number of years 
assistant advertising manager of The 
Eagle-Picher Lead Co., 134 North La Salle 
Street, Chicago, IIl., will assume the duties 
of advertising manager on Dec. 1. He 
succeeds Arthur H. Stanton, who recently 
resigned. 

Mr. Gouedy has been with The Eagle- 
Picher Lead Co. for eight years in a mer- 
chandising capacity, most of this time hav- 
ing been with the advertising division. He 
is well qualified for his new duties. 

Wentworth Cunningham, who for the 
past two years has been Eastern adver- 
tising representative and field contact man 
for the company, with headquarters in the 
New York, \N. Y., office, succeeds Mr. 
Gouedy as assistant advertising manager. 


A. M. Wooster Co. Represents 
The Kilborn & Bishop Co. 


The Kilborn & Bishop Co., 196 Chapel 
Street, New Haven, Conn., announces the 
appointment of A. M. Wooster Co., 1426 
Chemical Building, St. Louis, Mo., as its 
sales representative in the Mid-West terri- 
tory. 


Thomas W. Gaw Dead 


Thomas W. Gaw, for many years a 
hardware and implement dealer in Liberal, 
Kan., passed away recently. He was a 
regular attendant at all conventions of the 
Western Hardware and Implement Asso- 
ciation and had a wide acquaintanceship 
throughout the Southwest. 





Nutmeggers Participate in Large 
Salesmen’s Meeting 


The Nutmeggers’ meeting on Nov. 13 
was held in conjunction. with the Con- 
necticut Paint Salesmen’s Club, The 
Hartford County Purchasing Agents Asso- 
ciation and the New England Farm Equip- 
ment Salesmen’s Club. There were more 
than seventy-five present at this large 
gathering of salesmen in the City Club, 
Hartford, Conn. J. T. McCulloch, Robe- 
son Rochester Co., president of The Nut- 
meggers presided. 

The guest speaker was William H. Cor- 
bin, president, Hartford Chamber of 
Commerce. Short addresses were also 
made by J. W. McCullum, Danbury, presi- 
dent Connecticut Hardware Association; 
Henry S. Hitchcock, secretary of that or- 
ganization; Wayland A. Palmore, presi- 
dent of the paint salesmen’s association 
and acting president George B. Merwin of 
Hartford, representing the New England 
Farm Equipment Salesmen’s Club. 

A motion picture was shown through 
the courtesy of Montague City Rod Co., 
Montague City, Mass. It was voted to 
hold the annual Nutmegger banquet on 
Wednesday evening, Feb. 19, 1930, at the 
Hotel Bond, Hartford. This will be on 
the closing day of the State hardware con- 
vention. 























Thomas A. Carroll Dies Suddenly Novem ber 18— 
Was Advertising Manager, E. C. Atkins & Co. 


Thomas A. Carroll, Advertising Man- 
ager for E. C. Atkins & Co., Indianapolis, 
Ind., for the past sixteen years, passed to 
his great reward, Monday, November 18. 
It was a sudden and unexpected passing, 
yet he died as he lived, in the midst of 
the work he loved. 

Tom Carroll left his office apparently in 
the best of health, and was driving his 
brother home for lunch, when he was taken 
suddenly ill. The illness was so serious 
that his brother was obliged to take the 
wheel, and hurry him to the Methodist 
Hospital. On his arrival at the hospital, 
it seemed that death had already claimed 
him for its own. The physicians, however, 
revived him, but their success was only 
temporary, and he passed to the great 
beyond at 9:30 that evening. The im- 
mediate cause of death was a blood clot 
on the brain. 

Tom Carroll was born in Beaver Falls, 
Pa., fifty-one years ago, and lived there 
until 1913. His business association in 
Beaver Falls was with Emerson, Smith 
& Co., saw manufacturers. He loved his 
work, and that love was reflected in a high 
order of efficiency, so high that it made a 
definite impression in the business world. 
Then the call came for him to associate 
himself with E. C. Atkins & Co., and he 
answered the call. Death alone closed 
that connection. 

Thomas A. Carroll was a man of won- 
derfully strong personality and character. 
His work always carried the stamp of 
individuality, vision and thoroughness. 
His kindly disposition and lovable nature 
endeared him to all with whom he came 
in contact, and won for him a myriad of 
friendships in all walks of life. Always 
he had the respect, the admiration and the 
love of those with whom, and for whom, 
he labored. 

He had a natural talent for writing, 
which manifested itself in contributions to 
magazines going to the hardware and 
lumber industries, and those contributions 
were widely read and appreciated. His 
social contacts were as wide as those of 
his work, and were reflected in numerous 





local and national activities. He was a 
member of the Optimists’ Club, the In- 
dianapolis Chamber of Commerce, Knights 
of Columbus, Columbia Club, Advertising 
Club of Indianapolis and SS. Peter and 
Paul Cathedral. He was also an officer 
of the Association of National Advertisers. 
In all those associations, as well as in the 
hardware industry, his activities will be 
sadly missed. 

In his death there was a touch of tragedy 
in that his daughter’s marriage occurred 
on the 16th, only two days prior to his 
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passing. She was away on her wedding 
trip when the angel of death came to her 
beloved father. He is survived by his 
mother, wife, son and three daughters. 
The silver cord has been loosened; the 
spirit of Tom Carroll has returned to the 
all wise Creator who gave it. But, there 
is sadness and abiding sorrow in the hearts 
of thousands of those who were proud to 
call him friend, and to whom his passing 
is a personal loss. His memory will linger 
long in the industry he loved and served. 





Kansas City Dealers Entertain 
Boys and Girls from Farms 


About three hundred boys and girls from 
various states, representing the 4-H clubs 
and vocational agriculture schools were 
guests of the Kansas City Implement, 
Hardware and Tractor Club on Nov. 17. 
These boys and girls were in Kansas City 
during the American Royal Livestock 
Show. 

The group assembled at the Common- 
wealth Hotel and posed for a picture. 
They were then carried by five double- 
decked buses through the country club 
section to Swope Park ‘where motion pic- 





tures of the crowd were taken. 

After a trip through the park zoo, the 
boys and girls again boarded the buses. 
A stop was made at the Liberty Memorial 
before returning to the hotel. 

Members of the Kansas City Implement, 
Hardware and Tractor Club accompanied 
the visitors, pointing out sights of interest 
along the way. On the following Tuesday 
evening, members of the club attended a 
banquet at the Hotel President, tendered 
them by the 4-H club members and. the 
vocational agriculture students. F. FE. Van 
Buskirk, sales manager, Richards & Con- 
over Co., Kansas City, is president of the 
hardware and implement club. 
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National Mazda Lamps Become 
General Electric Mazda Lamps 


National Mazda lamps, well known 
products of National Lamp Works Gen- 
eral Electric Co., Nela Park, Cleveland, 
Ohio, will henceforth be known as Gen- 
eral Electric Mazda lamps. In announc- 
the new name, the company stated that by 
doing so, it is giving distributors and the 
trade the benefit of General Electric ad- 
vertising and good will. The new name 
will appear on lamp cartons and in all the 
company’s advertising, beginning January, 
1930. 

General Electric Mazda lamps will; be 
sold by the National Lamp Works with- 
out change in sales personnel or policy. 





J. L. Goodloe Heads Reorganized 
Worthington Hardware Co. 


J. L. Goodloe is now president of Worth- 
ington Hardware Co., wholesale and retail 
distributor of hardware in Staunton, Va. 
He succeeds Clarke Worthington, former- 
ly president, treasurer, and general man- 
ager, who has disposed of his interests in 
the company. 

I. S. McNeill, of Harrisonburg, Va., is 
vice-president of the Worthington Hard- 
ware Co.; J. M. Bratton is secretary- 
treasurer, and J. O. Snyder is general man- 
ager. These officers and the president con- 
stitute the board of directors. 

The ‘Worthington business was organized 
in 1890. In 1907 the business was incor- 
porated, a number of old employees taking 
stock in the corporation. 

At present a wholesale and retail busi- 
ness is conducted, two men being on the 
road constantly for the wholesale depart- 
ment. 





Frank Parrish Passes Away 


Frank Parrish, pioneer hardware mer- 
chant of Hamilton, Mo., passed away in 
a Kansas City hospital recently. 

Mr. Parrish, with his son, the late J. 
F. Parrish, conducted the Parrish & Son 
hardware store in Hamilton for 25 years. 
Soon after his son’s death in August, 1928, 
Mr. Parrish sold the business to Bram & 
Johnson who conducted it as The Parrish 
Hardware. 

Mr. Parrish had lived in Hamilton for 
46 years and is survived by his wife and 
one daughter. 


Pittsburgh Dealers Enjoy 
Evening of Entertainment 


The Pittsburgh Retail Hardware Asso- 
ciation held an “open house” on the eve- 
ning of Nov. 22 in the Hotel Roosevelt, 
Pittsburgh, Pa. Wives, daughters, sweet- 
hearts, and friends of members were enter- 
tained from supper time till past midnight 
with a complete program. 

There was dancing, old-time group sing- 
ing, music by the Pitt Orchestra, a good 
dinner, and Rosy Rowswell, a humorist, 
all contributing toward the successful eve- 
ning. 

The social committee who planned the 
evening consisted of George Klauss, George 
Sauppe, Theodore Backoefer, and T. L. 
Rogers. 
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Hack Saw Display Stand 


The Forsberg Mfg. Co., Bridgeport, 
Conn., has placed on the market a new 
display stand for its hacksaws. 





This display, No. 2, is 20 in. in height 
and has two cadmium-plated arms for hold- 
ing a dozen saws. The display is finished 
in two colors. 

This new sales stimulator is given free 
to dealers with a popular assortment. 





A Swivel Back Jaw Vise 


The back jaw of this new swivel back 
jaw vise is made in two parts. The top 
part of it swivels so that it can hold 
irregular shaped pieces. It is provided with 
a pin, that locks it to the back jaw when 
the swivel feature is not desired. 

Like all Simplex vises, this model has 
a steel slide, machined out of a solid steel 
bar. A special type nut, that the oper- 





ating screw goes into, is so designed that 
it cannot lift up at the back and bind the 
screw. This item has also an outside screw 
retainer and removable jaw inserts which 
are doweled as well as screwed on. Sim- 
plex Tool Co., Woonsocket, R. I. 





Cyclone Tags Its Lawn Fence 
At Twenty Foot Intervals 


A red metal disc is now attached at 
intervals of 20 feet in the weaving af 
Cyclone lawn fence. This new means of 
identity has been announced by The Cyclone 
Fence Co., Waukegan, IIl. and -its - Pacific 
Coast division, The Standard Fence-Ca, 
Oakland, Calif. 

J. H. Kinney, general manager-of the 
Cyclone company, states that this new tag 


on Cyclone fence will aid the dealer in 
completing a sale and will tie up the com- 
pany’s consumer advertising with the 
product. 

The metal disc can be easily removed if 
desired after the fence is installed. Con- 
current with this announcement is word 
that an extra cable has been added at the 
bottom of style “F” fabric. Tests show- 
ing that the lower parts of a fence are 





subjected to the hardest wear, brought 
about this strengthening. A new, compact 
lawn fence display stand, 40 by 28 ins. has 
been placed on the market by the Cyclone 





Fence Co. It is finished in high grade 
enamel and allows the retail customer to 
inspect full size samples of the company’s 
fence. The second strand from the bottom 
in the above illustration is the newly added 
cable. 





Moe’s New Oat Sprouter 


This practical oat and grain sprouter has 
a galvanized steel frame and is made in 
sections, so that various combinations— 
four, seven, and ten tray units—can be 
secured. 

The pans are of round galvanized steel, 
15%4 in. in diameter, all with perforated 
bottoms, except the lower pan, which is 





solid to catch the water seeping through 
the upper pans. No heater or lamp is re- 
quired for this product, manufactured by 











Hoeft & Co., Inc., North Chicago, III. 


The Hawkes Ferti-Spreader 


The Standard Equipment Co., Cedar 
Rapids, Iowa, recently placed on the mar- 
ket a new type of spreader for handling 
commercial fertilizer, lime, and gypsum. 





The Hawks Ferti-Spreader keeps its 
contents thoroughly mixed and provides 
for an even distribution of any desired 
amount. A simple, instantaneous level con- 
trol adjusts the quantity of the spread. By 
distributing the fertilizer close to the 
ground the waste and inconvenience of 
blowing are largely done away with. 


These Wedges Have Teeth 


Sawyer Belt Hook Co., Pawtucket, R. I., 
is offering the trade two new wedges. The 
non-slip splitting wedge is made of forged 
steel, in two sizes. No. 3010 weighs 4% 
Ib., while ‘No. 3012 weighs 5 lb. The 








non-slip falling wedge No. 3006 is also 
made of forged steel and weighs 300 Ib. 
per 100. 

Both wedges are made with teeth, in 
such a way that they will not slip or fly. 
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WASHINGTON NEWS LETTER 


Business Leaders Assure President Hoover That Country Is on a 
Sound Economic Basis—Henry Ford Raises Wages of His Thousands 
of Employees in Effort to Aid Purchasing Power of Nation 


(Washington Bureau of HARDWARE AGE) 
SSURANCES given the President 
A at the White House business con- 
ferences have emphasized the sound 
economic condition of the country. Rep- 
resentatives of railroads, finance, industry, 
agriculture, and labor all made it clear that 
there has been no vital interruption to busi- 
ness as the result of the stock market 
smash. The determination of these various 
interests to go ahead, as they have an- 
nounced to the President they intend to do, 
is confidently expected to overcome the 
psychological situation which had_ been 
created by reason of the stock market 
collapse and to restore public confidence. 

With this attitude coming from the 
nation’s leaders in business throughout the 
country it is felt that the serious problems 
which were faced already are well out- 
lined for solution. For it was recognized 
that an unfortunate psychology had deve- 
loped. Employment had been affected and 
one of the greatest desires is to maintain 
employment. Back of employment lies the 
key to the entire situation. Employment 
means purchasing power, purchasing power 
means production, and production with con- 
sumption means prosperity. There had 
been a tendency for people to sit back and 
see what others were doing, and an air of 
excessive caution was developing, but the 
President seeing the trend showed his 
wisdom, the working of the engineer mind, 
and called business in for conferences to 
cooperate with the Government in getting 
assured continuance of prograss in busi- 
ness. He turned to action rather than to 
words for remedying the situation and 
through the business interests determined 
to bring back to actual sight the fact that 
business is going ahead. 

There were a number of bright spots 
from the outset. It was pointed out, for 
instance, that unlike previous situations the 
present one did not involve the credit sys- 
tem. There is money and lots of it. That 
which had been going into stock specula- 
tion had affected industry but it can now 
be returned to commerce. The Federal 
Advisory Council assured the President 
that business and banking in each of the 
12 Federal Reserve banking districts of 
the United States are in a sound condi- 
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tion and that prospects are that money will 
be available at lower rates. Railroad 
executives told him that it is their inten- 
tion to proceed with full programs of con- 
struction and betterments and that they 
will cooperate in the maintenance of em- 
ployment and business progress, and in- 
dustrial leaders and other groups in their 
conferences at the White House have given 
equally as gratifying encouragement. The 
Government proposes to speed up its build- 
ing program, increasing its 10-year outlay 
from the original estimate of $238,000,000 
to $423,000,000, about $50,000,000 to be ex- 
pended annually. Back of this lies the 
enormous construction programs of States 
and municipalities which have been sur- 
veyed and they will be put under way at 
once with increased budgets available in 
the different lines, such as building, high- 
way work, etc. Shipbuilding activities are 
to be further increased. There will be a 
more constant, larger flow of goods, an 
ironing out of the peaks and valleys and 
the development of business on a more 
even keel, and the good effect will reach 
from the largest to the smallest business 
throughout the entire nation. 
2 ae 

The announcement of a general wage 
increase by Henry Ford for his employees 
made personally by him to President 
Hoover an hour after Mr. Ford and other 
industrial leaders were engaged in one of 
the business conferences with the Presi- 
dent on Thursday of last week was star- 
tling. It precipitated a great deal of dis- 
cussion as to the effect it might have in 
the White House conferences and their 
purpose to obtain the cooperation of gov- 
ernment and business in the maintenance 
of production and employment. The view 
appears to be that while there generally is 
vigorous opposition to any decrease in 
wage and to reduction in employment, 
wherever possible to present either, the 
present was hardly expected to be a time 
for advancing wages. This was consid- 
ered to be particularly true of the auto- 
motive industry which has suffered perhaps 
more than any other large unit of produc- 
tion from the stock market collapse. The 
action of Mr. Ford consequently came with 
complete unexpectedness, though observa- 














tions were made that it is typical of Mr. 
Ford to do the unexpected. 

Mr. Ford apparently has taken a view 
quite different from the average industrial 
leader regarding the cause of the present 
situation. In a prepared statement issued 
immediately after the White House con- 
ference with business leaders, Mr. Ford 
said that the collapse was not due to the 
stock market crash at all. The statement, 
which he had already prepared before go- 
ing into conference with other industrial 
leaders, attributed the collapse to the fact 
that the purchasing power of the country 
had been used up and that it should be in- 
creased by higher wages. Brains, he said, 
had been taken from industry, and there 
was not enough value given in commodities 
for the prices paid, statement which, along 
with others, proved sensational. In any 
event, Mr. Ford obtained the greatest share 
of publicity on the conference. It exceeded 
by far that given the President’s own state- 
ment, as heartening and readable as it was. 

It was given further strength by the 
statement on the labor conference, showing 
the spirit of labor in the movement. 

The business conference, according to 
the President, was of the opinion that 
there was no reason why business should 
not be carried on as usual; that construc- 
tion work should be expanded in every 
prudent direction both public and private 
so as to cover any slack of unemployment. 
It was found, the statement added, that a 
preliminary examination of a number of 
industries indicated that construction ac- 
tivities can in 1930 be expanded even over 
1929. In the steel industry it was stated 
that large construction programs would be 
undertaken for replacement of antiquated 
and obsolete plants. 

The meeting decided it was desirable 
that some definite organization should be 
established under a committee represent- 
ing the different industries and sections of 
the business community, which would 
undertake to follow up the President’s pro- 
gram in the different industries. 

Retail lines were represented at the con- 
ference by Julius Rosenwald, Sears, Roe- 
buck & Co.; Samuel W. Reyburn, Lord 
& Taylor and Jesse I. Straus, R. H. 
Macy & Co. 
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GENERAL MARKET NEWS 








Activity in Holiday Lines Is Outstanding 
Market Feature 


NEw York, Nov. 26.—Mild weather continues to be the most un- 
favorable factor influencing the nation’s hardware demand. The 
accelerated movement of holiday merchandise is the outstanding 


feature of present activity. 


With the exception of the Northwest, 


all other sections of the country report a retarded movement of 


winter lines, due to the prevalence of unseasonable weather. 


Indi- 


cations are that the holiday business within the hardware industry 


will approximate the same total as last year. 


Some manufacturers 


and distributors of toys and cutlery are expecting their sales dur- 
ing the holiday season to exceed those of a year ago. 
Shelf hardware and staple lines continue to move in normal fash- 


ion. 
booked in usual proportions. 


Orders for future delivery in several spring lines are being 
Disregarding weather conditions, the 


general situation is considered very satisfactory with most factors 


favorable to the hardware trade. 


Little fluctuation has occurred in prices. 


In the main, they are 


steady to firm. Readjustments in scattered instances have been re- 
sponsible for a few declines of minor importance. 
Collections have a normally good average. 





92.6 Per Cent Was Week’s 
Price Average, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on Nov. 17, that wholesale com- 
modity prices, based on Dun’s quotations 
for the week ended Nov. 16, averaged 
92.6 per cent. 

The October average was 94.44 per cent. 
The purchasing power of the dollar was 
108 cents on a 1926 basis of 100 cents. 
The October average was 106.1 cents. 

Crump’s index of English prices for the 
week on the revised 1926 level was 88.9. 
The October average was 90.6. 

The Italian index on the revised 1926 
basis for week ended Nov. 9 was 71.5. 


Bank Debits Decline 
for Week Ended Dec. 13 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended Nov. 13, 
aggregate $21,831,000,000, or 11 per cent 
below the total reported for the preceding 
week, which included but five business days 
in some of the reporting centers, and 25 
per cent above the total reported for the 
corresponding week of last year. 

Aggregate debits for 141 centers for 
which figures have been published since 
January, 1919, amounted to $20,909,000,000, 
as compared with $23,579,000,000 for the 
preceding week and $16,632,000,000 for the 
week ended Nov. 14 of last year. 








Bank Clearings Show Gain 
of 20.9 Per Cent Over Year Ago 


Bank clearings in the United States for 
the week ended Nov. 14, as reported to 





Bradstreet’s Journal, aggregated $15,426,- 
049,000, as against $17,487,595,000 last year 
and $12,754,718,000 in this week last year. 
There is here shown a decrease of 11.7 per 
cent from last week, but a gain of 20.9 per 
cent over the like week a year ago. Cana- 
dian clearings aggregated $392,273,000, 
against $524,197,000 last week and $352,- 
000,000 in this week last year. 





October Merchandise Exports 
Set New High Record 


October merchandise exports reached the 
highest figure recorded since ,November, 
1928, totaling $530,000,000, against $437,- 
690,000 the preceding month and $550,- 
014,000 in October a year ago, according 
to preliminary figures issued Nov. 15, by 
the Department of Commerce. Imports 
were the heaviest since last May, amount- 
ing to $392,000,000, against $351,365,000 in 
September and $355,358,000 last October. 
The month’s trade resulted in a favorable 
trade balance of $138,000,000 against $194,- 
656,000, a year ago. 





Farm Price Level Is Higher 
Than at Same Time Last Year 


Farm prices average 140 per cent of the 
pre-war level on Oct. 15, declining one 
point since Sept. 15 and three points since 
Aug. 15 but remained three points above 
the level of a year ago, according to the 
Department of Agriculture. There has 
been a further decline since Oct. 15 which 
affected most of the important farm prod- 
ucts. This further decline appears to at 
least equal the three-point decline from 
Oct. 15 to Nov. 15 last year. 





Commercial Failure Figures 
Are Practically Unchanged 


According to R. G. Dun & Co. “the in- 
solvency record for the United States for 
the week ended Nov. 14, is relatively favor- 
able, with a total of 404 failures. That 
number is practically unchanged from the 
402 defaults last week, when the returns 
were for five business days only, and there 
is a decrease of 36 from the 440 insolv- 
encies a year ago. Comparing with the 
statement for this week of 1928, a reduc- 
tion appears in the East and on the Pacific 
Coast, the improvement in the East being 
especially marked. With the smaller ag- 
gregate of failures the number involving 
liabilities of more than $5,000 in each case 
this week fell to 242 from 251 a year ago. 

“A reduction is shown in Canadian de- 
faults this week, the total of 43 comparing 
with 49 last week and 45 a year ago.” 





Revenue Freight Loadings 
Show Seasonal Decline 


Loading of revenue freight for the week 
ended Nov. 9 totaled 1,049,475 cars, accord- 
ing to the car service division of the Amer- 
ican Railway Association. 

Due to the usual seasonal decline in 
freight traffic, this was a reduction of 
22,175 cars under the preceding week this 
year. Freight loadings this year, even in 
the face of the gradual decrease in traffic 
that develops in the late fall and winter 
months, are holding up better than for 
some years back, when larger reductions 
were reported for the corresponding weeks. 

The total for the week ended ‘Nov. 9 was 
a reduction of 4878 cars under the same 
week last year, but an increase of 74,341 
cars above the same week in 1927. 


Record Radio Tube Year 
Predicted for 1930 


The year of 1930 will break all records 
in radio tube distribution and manufacture. 
This is the prediction of B. G. Erskine, 
a director of the Radio Manufacturers’ 
Association and president of the Sylvania 
Products Co., Emporium, Pa. 

Mr. Erskine says all indications point 
to a total tube output that will probably 
exceed 100,000,000 single units. This, ac- 
cording to Erskine, who is considered one 
of the nation’s leading authorities in the 
radio industry, will place the radio tube 
industry among the country’s foremost. 

“The present year’s expenditure for radio 
tubes will probably involve a national ex- 
penditure of one-quarter billion dollars,” 
says Erskine, “and the present outlook can 
be considered a very favorable barometer 
reading for the radio industry throughout 
the approaching year.” 

This prediction is based on the fact that 
not only will the receiving sets to be manu- 
factured next year require new tube equip- 
ment, but a large percentage of the sets 
now in use will require tube replacements. 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Nov. 26.—The hardware business in this vicinity is 
still rather sluggish. Reports are rather mixed, but the concensus 
of opinion seems to be that staple products are moving at about the 


rate that might be expected at this time of the year. 


Sales of spe- 


cialties, such as radios, electric washing machines and other high- 
priced articles, are reported as lower by some distributors, while 
others find a well-sustained demand. Colder weather is stimulating 
the sale of coal hods and shovels, stove pipe and radiator and regis- 


ter shields, but ventilators are still rather dull. 


Holiday items are 


also rather quiet, but business is expected to pick up after Thanks- 
giving. Hardware manufacturers are beginning to interest jobbers 
in spring lines, and jobbers in turn will soon begin to canvass the 


retail trade on these items. 


Arms and ammunition are still moving 


fairly well, but the season’s business in light shells is coming to an 
end. Most jobbers have cleaned up their stocks unusually well, and 
sales have been as large or larger than in any previous season. 
Flashlight cases and batteries are active, as are some types of 


lanterns. 


the recent stock market collapse, 


Collections in this district have not become tighter since 


but jobbers are beginning to see 


signs of more stringency as winter progresses. 


Steel orders are still very light, but 
specifications are holding up fairly well, 
and cancellations are very uncommon. 
Operations continue their downward 
trend, and the average for the im- 
mediate Pittsburgh district is not above 
70 per cent of capacity. Prices are 
rather weak, but are not quotably 
lower except in the case of some kinds 
of sheets. Recent reductions in sheet 
prices are reflected in lower jobber 
quotations. On several products com- 
panies have opened their books for the 
first quarter; namely, nails and wire, 
and hot and cold-rolled strip, while the 
tin plate price for 1930 has been an- 
nounced. In no cases have present quo- 
tations been changed. 


ARMS AND AMMUNITION.—Busi- 
ness in lighter ammunition is beginning 
to taper off, but heavier shells are more 
active prior to the open season on large 
game December 1. 


AUTOMOBILE TIRES AND TUBES.— 
Business is very quiet, although occa- 
sional sales are reported by local job- 
bers. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x 4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5,00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1. 90; 28 x 5.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.50; tubes, 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. 

Same, 6 ply, 31 x 5.25, $14.70; tubes, 
$2. 05; 30 x 5.50, $16.05; tubes, $2.35; 
; tubes, $2.25; 31 x 
Sy 32 x 6.00, 
33 x 6.00, $17.55; 
tubes, 

Prices in all instances are each 
and are subject to discounts of 12% 
per cent on tires and 15 per cent on 
tubes. 


BATTERIES.—There is a good move- 


ment of flashlight batteries, but radio 
dry cell units are inactive. Prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Broken Unit 





Packages Packages 
No. $2.06 
No 2.97 
No 1.92 
No 2.80 
No 1.14 
No .o9 
No .97 
No 1.30 
No 1.30 
No 1.92 
No 1.79 

No. 6 dry cells, ignition type, unit 
packages, 36c. each. 

Flashlights.—No. 935, 6%c. each; 
No. 950, 6%c.; No. 790, 13c.; No. 705, 
19%4c.; No. 750, 1344c.; No. 791, 138c. + 

Hot Shot.—No. 1461, $1.67; No. 1661, 
$2.37. 

BUILDERS’ HARDWARE.—Most of 
these articles are quiet at this time of 


the year, and prices are holding. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 per 100 ” eee 
3% x 3% in., $10; 4x 4in., 

Hinges.—Heavy strap, 6 Po "$1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws packed one pair in a 
box. 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per pair; 
4 in., $12.60. 

Hasps.— Hinges without screws, 
single dozen _ 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
31 S0. per doz.; 4% in., $1.14; 6 in., 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 
Lock Sets.—Heavy beveled, brass 


inside, $17 per doz.:; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 
COAL HODS AND SHOVELS.—Coal 
shovels are in good demand, but some 
falling off is expected when lake cargo 
coal stops moving. Hods are moving 








fairly well. 


Colder Weather Has Accelerated Winter 
° * Goods—Steel Sheet Prices Are Lower. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Coal Shovels, Monongah, No. 1, 
$14; No. 2, $14.50; No. 3, $15 per doz. 
Gail Black, No. 1, $12; No. 2, $12.50; 
No. 3, $13 per doz. Gail polished, No. 
3; No. 2, $13.50; No. 3, $14 per 
Pacemaker black, No. i, Ska; 
No. 2, $12.50; No. 3, $13 
Pacemaker half polished, No. 
No. 2, $13.50; _ L 4 per doz. 
Black gold, No. 1, $18; No. 2, $18. 50; 
No. 3, $19; No. z $20 per doz.; : Coai 
Hods, Japanned, No. 5, 16 in., $3.25; 
17 in. $3.60 per doz.; Galvanized No. 
10, 16 in., $4.30; 17 in., $4.75; 18 in., 


$5.25; 20 in., $7 per doz. Galvanized 
No. 76S, $8 and galvanized No. 86S, 
$8.40 per doz. Galvanized No. 25, 
15 in., $5.50; 17 in., $6 per doz. 


FLASHLIGHT CASES.—This line is 
moving better as Christmas trade de- 
velops, and is expected to be very ac- 
tive next month. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Winchester Flashilght Cases.—No. 
6414, 62c.; No. 6514, 68c.; No. 6824, 
$1.43; No. 6921, $2.40; No. 6924, $2.08; 
all each. 

Winchester Assortments.—No. 1614, 
$2.94 per assortment; No. 6214, $5.04 
per assortment. 


GAME TRAPS.—This line is very busy, 
and improvement is expected over the 


next few weeks. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. PITTSBURGH: 

Diamond No. 21, $1.: 35 per doz.: No. 
21%, $2.44 per doz.; No. 22 . Sa. 36 per 
doz. 

Victor No. 1, $1.38 per doz.; No. 
1%, $2.44 per doz.; No. 2, $3.36 per 
doz. 

1, $1.32 per doz.; No. 


Triumph No. 
1%, $2.20 per doz. 


LANTERNS.—Demand for some types 
of lanterns is strong, although the 
contractors’ line is no longer moving. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Gasoline Lanterns.—No. 220, $5.95 
each; No. 228, $6.30 each; No. 327, 
$4.70 each. 

erosene 
Clear, $8 


Lanterns. — Monarch 
per doz.; Monarch Ruby, 
$10 per doz.; Junior Tin, $8.50 per 
doz.; Junior Brass, $15.75 per doz.; 
Little Wizard, $8.50 per doz.; D-Lite, 
$13 per doz.; Junior Wagon, $17.25 
per doz. 


MISCELLANEOUS TOOLS.—Steady 


demand continues at unchanged prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in. $4.00. 

Cross Cut Saws.—Simonds Crescent 

yround, Nos. 13, 22, 113, 133, 324 and 
325, 5 ft., $5.40; 5% ft., $6; 6 %; FF. 

Electric Drilis.—No. 141, $24 each; 
No. 142, $32; No. No. 562, 


122, $48; 
$35.20; No. 382, $41.60. 

Files.—Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

Garage Vises. —No 43, $2 each; No. 
43%, $3 No. 


PAINTING SUPPLIES. — Outside 
paints are not moving in any volume at 
this time of the year, but there is a fair 
demand for lacquers and _ varnishes. 
White lead prices are unchanged but 
linseed oil has been reduced to 16c. per 
Ib. in barrel lots, while turpentine is 
off 1c. to 65c. per gallon. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 14%4c. per lb, in 
100-Ib. lots; 10-per cent less in lots 
of 500 lb. or more, and extra 4 per 
cent less on lots of a ton or more: 
per gal., in barrel 


turpentine, 65c. 
16c per lb., in 


lots; raw linseed oil, 
barrel lots. 
RADIATORAND REGISTER 
SHIELDS.—tThis line is a good one | 
right now, and shipments out of job- 
bers’ stocks are fairly heavy. 
JOBBERS’ QUOTATIONS TO RE- 


HARDWARE 





TAILERS, F.O.B. PITTSBURGH: 
Gem Adjustable Radiator Shields 


with Water Pan Humidifier 
Gold Bar Walnut 
Aluminum Mahogany Ivory | 
Each Each Each | 
No. 1W_....$3.50 $4.20 $3.85 | 
No. 1AW ... 3.50 4.55 4.20 
No. 2W .. 3.85 4.55 4.20 
No. 3W .. 4.20 4.90 4.55 
No. 4W .. 4.20 5.25 4.90 
No. 5W .... 4.55 5.60 5.25 
No. 6W .. 4.90 6.30 5.60 
No. 6BW . 4.90 6.30 5.60 
No. 7W .... 5.25 6.65 5.95 
No. 8W ..... 5.60 7.00 6.30 
Ragintee shields for gg ane, Nos. | 
= and 5, $12 per doz.; No. 0 $10 per | 
cf 
Register shields for wall use, Nos. | 
2 and 15, $6 per doz.; No. 20, $5.20 
per doz. » | 


| 


ROLLER SKATES.—Holiday activity | 
is beginning, and retailers are stocking | 
up rather heavily for the Christmas 
trade. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: | 
Union Hardware Co. line, No. 2, | 
79c. per pr.; No. 3, 75c. per pr.; No. 
10, $1.05 per pr.; No. 5, $1.45 per pr. 
Winslow line, No. 38%, $1.45 per 
vr.; No. 38, $1.60 per pr.; No. 38, rub- | 
ber tire, $2.50 per pr. 
Winchester line, No. 3831, $1.35 per | 
pr.; No. 3832, $1.45 per pr. 
Chapin line, No. 103, child’s skate, 
75e. per pr. 


SASH WEIGHTS.—Prices are un- | 


changed at $42 a ton, f.o.b. Pittsburgh, | 
and demand is quiet. 


SHEET METAL.—Prices on sheet zinc | 
ard sheet copper have not changed for | 
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some time, and demand is considered 
about normal. Zinc is quoted at 11%c. 
per lb., and copper at 27%c. 


SHEET STEEL.—Sheet steel prices 
have reflected the recent weakness in 
mill quotations, and are off 10c. per 
100 lb. on all grades Demand is satis- 
factory 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Black sheets, No. 24 gage, in lots of 
1 to 24 bundles, 3.95c. per Ib:. 

Galvanized sheets, No. 24 gage, in 
lots of 1 to 24 bundles, 4.60c. per lb. 

Light plates, blue annealed, No. 10 
gage, in lots of 1 to 24 plates, 3.35c. 
per ib. 

Blue annealed Sheets, No. 13 gage, 
in lots of 1 to 24 sheets, 3.50c. per 


Galvanized corrugated sheets, No. 
28 gage, 2% in., $4.23 per square. 


STOVE PIPE.—Business is tapering off 
but has been fairly good this year in 
the aggregate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Lustro stove pipe, 3-in., $6.75 per 


doz.; 4-in., $7.50 per doz.; 5-in., $9.00 
per doz.; 6-in., $10.50 per doz. 
Lustro. stove pipe elbows, 3-in., 


$4.50 per doz.; 4- -in., $5.25 per doz.; 
5-in., $6.50 per doz.; 6-in., $7.75 per 
doz. 


VENTILATORS. — The weather has 
not been really cold enough to stimu- 
late ventilator sales to the fullest ex- 
tent, but business is fairly good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Continental line: De-Flekt-Air 
metal. center ventilators) No. 63, 
$2.50; No. 87, $3.00; No. 88, $4.70; No. 
117, $4.35 per doz. net. Continental 


wood frame cloth ventilators, No. 
V-836, $2.00; No. V-923, $2.00; No. 
V-937, $2.20; No. V-949, $3.75; No. 


V-959, $4.40; No. V-1537, $3.45; No. 
V-1549, $5. 00 per doz. NET. Conti- 
nental metal frame cloth ag ag + 
No. 833, $2.50; No. 837, $2.80; 845, 
$3.75; No. 1137, $3.45; No. Or $4. 40 
No. 1437, $5.00, and No. 1445, $5.00 
per doz., NET 

Diamond E, No. 33, $3 per doz.; No. 
01, $4.40 per doz.; No. 02, $4. 80 per 
doz.: No. 03, $5.60 per doz.: No. 1, 
$5.20 per doz.; No. 2, $5.60 per doz.; 


(Kansas City office of HARDWARE AGE) 


KANSAS CiTy, Nov. 26.—Until lately those articles of hardware 


which are given an impetus by 


cold weather have been rather 


sluggish, owing to the fact that the weather has been rather moder- 


ate. 


Now, however, there is a noticeable quickening of this sort of 


trade, resulting in increased sales of winter merchandise. The staple 


items for which there is always a fair demand this 


year, such as stoves, stove pipe, 


time of the 
coal hods, ventilators, and cold 


weather accessories for automobiles, are experiencing a normal 
volume. Auto tires and tubes are not doing as well as might be 
expected, but it is thought the comparative inactivity will right 


itself in due time. 


Ammunition and hunters’ supplies of | vorites are in steady demand. 
| skates are still waiting on the weather, 
with a few orders being placed for later | from the beet crop Nov. 15 and that 
About this time is considered | also tended to loosen up the flow of 


all kinds continue their brisk pace set 
several weeks ago. 

Dealers continue selecting stock for | 
the Christmas trade. Roller skates, air 


rifles, athletic equipment and other fa- 


Ice 


delivery. 
the peak of the silverware trade, and 
jobbers say the line is doing its nor- 








No. 3, $6.40 per doz.; No. 4, $7.60 per 


doz.; "No. 5, $8.40 r doz : 
Wurldbest MY lators, No. 
$1.75; Ne $2. $2.50; No 
5A, $3.0 7 $A. “pa. 00: No. 6B, $4. 50; 
and Pred $a.0u. unese are LIST 


EACH prices and subject to a deal- 

ers’ discount of 33% per cent. 
WIRE CLOTH.—Jobbers are beginning 
to canvass the retail trade for spring 
stocks of wire cloth, and are meeting 
with some success. Black wire cloth, 12 
mesh, is quotable at $1.65 per 100 sq. ft., 
and galvanized, 12 mesh, at $1.80. 
Bronze wire cloth, 12 mesh, is $5.75 per 
100 sq. ft. 


WIRE PRODUCTS.—tThe price situa- 
tion is still somewhat unsettled, but the 
market has achieved more stability than 


it had a week dgo. Demand is: quiet. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Fence Wire 


per 100 1b Annealed Galvanized 
No. 6 to 9 gage....... $2.90 $3.35 
ee eae 2.95 3.40 
DM BE avccksseeveeeen 3.00 3.45 
DOS AS. aise s ossnan dh ace 3.05 3.55 
Be EE Sino tivoe beanaes 3.15 3.70 
Oe | rer ince. 3.25 3.90 
TR TERS Pre 4.20 
DO: bs ous browne twoies 65 4.40 


3. 

Barbed wire (per 80-rod spool): 
2-point cattle $2.7 
2-point hog 
4-point hog 
4-point cattle 
2-point cattle (special) 2.10 

Field Woven Wire Fence (per 100 








-2672 
Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 
Seo knwGe er nleem -50c. each 


Oe ) Ree rE 55e. each 38c. each 
1 ey re 65c. each 40c. each 
4 3 a en A eee: SP 45c. each 


Bright nails, base, per keg, $2.65 to 
$2.70. 


Situation Appears Very Promising — 
$ Seasonal Goods Are in Better Demand 


mal business. Alarm clocks and 
watches are other items which are find- 
ing favor as gift items. Wheel goods 
are also being ordered steadily. Pyrex 
ware is proving to be a steady bet, and 
its activity has increased perceptibly 
over a few weeks ago. 

A fair amount of volume in radios, 
tubes, batteries and electrical goods is 
noted. 

Money is coming in to both the 
dealer and the jobber a little more free- 
ly now, for corn is coming on the mar- 
ket. It is selling for about a dollar 
a bushel and the crop is better than 
was anticipated earlier in the season. 
The best growers of Kansas, Nebraska 
and Colorado received their first money 


money. Parts of Kansas have been 
blanketed with a deep snow, making the 
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wheat farmers optimistic about next 
year’s crop prospects. Wholesalers say 
that plenty of moisture means more 
to the hardware business than Federal 
aid in marketing. Prospects on the 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

28 ga., 5 in. lap joint eaves trough, 
$4.75 per 100 ft.; 28 gage, 3 in. con- 
ductor pipe, $5.00 per 100 ft. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Flat head bright screws, 45-20 
per cent off list; round head, blued 
screws, 40-15 per cent off list; flat 
head brass screws, 37%-15 per cent 
off list; round head brass screws, 





ICE SKATES.—The weather has not 
been quite cold enough yet to freeze 
over ice ponds, but nevertheless there 
are some orders being placed for the 


32%4-15 per cent off list. 


SHEETS.—Jobbers report good busi- 
ness. Prices are the same. 


whole are good for sales and collec- 
tions. 

One Missouri River jobber reports 
that business over the year past has 


been 10 per cent ahead of the preceding 
year and that business for the past 75 
days has been better than any like 
period in the history of the company. 


ARMS AND AMMUNITION.—There 
is a good call for cartridges, shells, 
guns and other hunters’ necessities. 
Prices have shown no change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 


CROSSINGS: 

Peters cartridges, 22 short, $2.42 
per thousand; 22 long, $3.32 per 
thousand; 22 long rifle, $3.86 per 


thousand. Colt’s ammunition, 32 
short, $11.25 per thousand; 32 long, 
$12.23 per thousand, 

Peters shot shells, 12 ga., 6c, $25.14 
per thousand; 16 ga., 6c, $24'61 per 
thousand; 20 ga., 6c, $23.57 per 
thousand. 

Winc ce ag Model 90 .22 repeating 
rifle, $17.05; Model 03 122 automatic, 
$24.00; Model 1912 hammerless re- 


Christmas trade. 


Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Winslow Brey No. 1624M, 84c. 
pair; No. 1624144M, $1. 19 pair; No. 
Pio4t,, $1.06 pair; No. 302L, $1.44 #4 


Hockey skates, No. 524 %M, $1.2 
pair; No. 424 16M, $1.55 pair; No. 
524144L, $1.45 pair; No. 212M skate 


with shoe, $4.00; No. 213L skate with 
shoe, $4.00; No. 90M skate with shoe, 
$5.00; No. 90L skate with shoe, $5.00. 


MILD STEEL BARS.—There is still a 
good call for this item, and prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Bars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 
and shapes, $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4.21 per 
ewt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Galvanized sheets, 24 ga., per cwt., 


$5.00 base; one-pass, cold-rolled, 27 
ga., $4.30 per cwt.; blue annealed, per 
ewt., $3.80. 


STORAGE BATTERIES.—Business is 
a little better than it has been, with 
steady prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Automobile, 6 volt, 11 plate, heavy 
standard terminal, $8.85 each; 6 volt, 
13 plate, $10.45 each; 12 volt, 7 plate, 
$12.55; 6 volt, 11 plate, thin, stand- 
ard terminal, $7.25; 6 volt, 13 plate, 
thin, for Ford and Chevrolet, $7.95. 


STOVE PIPE.—Naturally this is the 
time when this item is moving freely. 
Sales are fully up to the average ex- 
pected. Prices remain firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 





peating shotgun, 12, 16 and 20 gage, 
$39.40. 


CROSSINGS: 


MOPS.—Not a great deal of business, Black stove pipe, crated, 3 in., $9.00 
per hundred joints; 4 in., $9.50; 6 in 


but good for this time of the year. $11.00, Adjustable ‘elbows, 3 in., $1.60 
Prices are firm. per doz.; 4 in., $1.70; 6 in., $1.90. 


TAQBRERS, QUOTATIONS TO RE- ‘ . : 
AILERS, F.0.B. MISSOURI RIVER TIRES. — Business is temporarily 
rather slow, but it is thought the condi- 


CROSSIN 
Sright self-wring — mop, Pegi ‘ 
No. 10, $8.00 per doz.; Betty Bright tion will improve. There are no price 
changes. 


mop cloth, No. 20, $4.00 per doz. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield automobile, covered by 
standard warranty, 30 x 3%, oversize, 
peasy duty cord, s.s., cl., $5.12; 31 x 

$9.45; 32 x 4, $10. 06; 33 x 4, $10.59; 
3 + 4%, $13. 61; 33 x 4%, $14.18; 33 x 
5, $21.15; Balloon, 29 x 1.40, regular, 
$6.48; 30 x 4.50, $7.22; 30 x 5.25, ae 
ps see $12.25; 31 x 6.00, $16.55; 33 
x 6.00, $17.55. Trucks, 32 x 4%, 8 ply, 
$15.79; 33 x 4%, $16.34; 30 x 5, "$20.12: 
32 x 6, $25.32; 36 x 6, 10 ply, $36.70: 
34 x 7, $47.37; 40 x 8, 12 ply, $72.14. 
(All foregoing prices subject to 10 
per cent trade discount.) 


AUTO ACCESSORIES.—Demand is 
good in those items which are affected 
by cold weather. No change in prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Red Cat auto heaters, 33% per cent 
off list. Weed anti-skid chains, 35 
per cent off list. Weed balloon chains, 
35 per cent off list. Prestone anti- 
freeze, $3.60 per gal. 


BUILDERS’ HARDWARE. — Jobbers 
agrees that this line is holding up bet- 
ter than usual for this time of the year. 
Prices remain steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Case lots of 2% x 2% steel butts, 
old copper and dull brass finish, 
$16.75 a hundred pair; 3% x 3%, $17 
a hundred pair; 4 x 4, $22 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.00 per doz.; steel bit- 
keyed front door sets, $17.00 per doz. 
set; wrought bronze metal, $2.90 per 
set; cylinder front door sets, wrought 
bronze metal, $6.00 per set. 


CARRIAGE AND MACHINE BOLTS. 
—Although the call for these items is 
not as good as it has been in the past 
few weeks, there is normal activity. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Small carriage, rolled thread, 50- 
10-10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list; small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off 
from list as of April 1, 1927. 


COAL HODS.—Brisk business is being 
done as usual this time of the year. 
Prices remain the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 


NAILS.—The price of nails has not 
changed, and dealers are still taking 
advantage of the low price to replenish 
their stocks. The building activity in 
Kansas City is also a factor in the good 
volume of nail business. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Common wire nails, $3.15 per keg, 
base (see new extras). 


OILS.—The usual call, but nothing 
above the average for this period. A 
slight drop in prices is noted. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Raw linseed oil in steel-drum lots, 
$1.28 per gal.; boiled linseed oil in 
steel-drum lots, $1.31 per gal. Tur- 
pentine, pure gum spirits, in steel- 
drum lots, 70c. per gal. 


ROLLER SKATES.—An increase in 
sales is noted for this steady item. 
Dealers are pushing them as gifts. 
There are no price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Pre —“~_ roller skates, No. 

No. 5M, $1.65; No. 130L, 


$1.75; 

$2. 11; No. 130M, $1.98. 
| 

SASH WEIGHTS.—Not much doing, Adjustable ventilators, 8 in. high, 

| 21 in. to 37 in., $3.30 per doz.; 27 in. 


just the usual sales for this period. | 6 48° in., $5.00’ “Eleven inches high. 
Prices are firm. | 21 in. to 37 in., $4.65. 


TRAPS.—This line is experiencing a 
greater activity than last year, as more 
and more farmers are trapping as a 
sideline and boys are going in for fur 
catching. High prices being paid for 
furs this season is having a favorable 
effect. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Oneida Victor game traps, No. 0, 
$1.10 per doz.; No. 1, $1.38; No. 1%, 
$2.44; No. 2, $3.36. 


VENTILATORS.—Colder weather has 
meant a better volume in ventilators. 
The prices have been raised somewhat. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 








CROSSINGS 

pee ' JOBBERS’ QUOTATIONS TO RE- ’ . 
ei: "10a achteuet i Pet TAILERS, F.0.B. MISSOURI RIVER WHITE LEAD.—Nothing out of the or- 
per doz. | CROSSINGS: dinary to report, and there has been 


In one-ton lots or more, $1.70 per 
EAVES TROUGH AND CONDUCTOR | 9 CWt.' less than ton lots, §1.80 per 
PIPE.—Continued building has _ sus- 
tained the demand to some extent. No 
price changes. 


no change in price. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

White lead, 13%c. per lb. in hun- 
dredweight lots. 


SCREWS.—tThere is a normal healthy 
call for screws, with prices unchanged. 
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fF Y O Christmas Goods Are Prominent on Orders. 
N \W R K- va * Unseasonable Weather Retards Winter Lines 


NEW YorK, Nov. 26.—Metropolitan wholesalers continue to re- 
port that the activity in holiday lines is the outstanding feature of 
current business. A continuation of unseasonable weather has had 
an adverse effect on the demand for seasonal merchandise. Sales 
volumes, in host instances, seem to be running a trifle behind “the 
corresponding period of last year, although business with a few 
jobbers has shown a slight gain. 

There still remains a fair percentage of dealers who have delayed 
placing their regular stock orders for Christmas goods. This sit- 
uation may result in a last minute rush, which may result in some 
difficulty on the part of dealers in obtaining the merchandise desired 
in ample quantities. Under the circumstances wholesalers are find- 
ing it almost impossible to gage the requirements of dealers with 
any degree of accuracy. 

Cutlery, electric appliances, toys, wheel goods, Christmas tree 
lights and stands, clocks, winter sporting goods, silverware, 
gift wares and bicycles are among the most active holiday items. 
Staple good sare moving in about the normal volume. Future orders 
for screen wire, poultry netting and steel goods are being hooked in 
fair volume. 

Recent price revisions, in the main, were of minor consequence 
and the price situation as a whole, retains a steady to firm status. 
Peck, Stow & Wilcox plier prices have been revised to a slightly 
higher level. Due to a highly competitive situation, between mak- 
ers, prices on night latches are extremely low at present. Some 
types can now be purchased for less than a dollar each. Slight price 
advances are effective on glue pots and sandpaper. Following a re- 
cent decline, rumors are circulating that sash cord is about to be 
advanced a cent a pound. 

The credit situation is little changed, being considered normally 
good, although collections are being more closely supervised than is 
usual. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. NEW YORK. 





AIR MOISTENERS, RADIATOR. $1.48; No. 306, 87c.; No. 305, 87c. and 


Nesco Ail Moisteners, silver or gold 
finish, $5 per doz. 


ANTI-FREEZE SOLUTION. 
Eveready Prestone, %4 gal. cans, 
$1.90; gal. cans, $3.60; 1144 gal. cans, 
$5.40 each. 


ASH SIFTERS. 

Rotary galvanized ash sifters, $2.00 
each. 

In lots of 12 or more, $22.50 per 
dozen. 


BOLTS AND NUTS. 


Carriage bolts and lag screws, all 
sizes, 60 per cent off list. 
: Stove bolts, 75 and 10 per cent off 
ist. 

Machine bolts, all sizes, 60 per cent 
off list. 

Step bolts, 50 per cent off list. 


BUTTS. 
Steel butts, 3 by 3 and 3% by 3%, 
18 cents per pair for less than case 
lots; in case lots, 16 cents per pair; 
4 x 4, 24% cents per pair in less 
than case lots and 23 cents per pair 
in case lots. 


CHRISTMAS TREE LIGHTS. 
Propp sets, No. 842, 85c.; No. 830, 
$1.16; No. 83, $1.43; No. 73, $2.15; No. 
72, $2.43; No. 3020, $1.73; No. "3000, 





No. 310, $1.38. Prices are each and 
net. 


Noma outfits, No. 3500, $3.94; No. 
116, $4.54, and No. 1600, $3.00. Prices 
are each and net, 

Christmas tree lamps No. 77, 
Mazda assortment (100 in set), $6.90; 
No. 78, Mazda lamps, 10 in a box, in 
following colors: red, blue, green 
orange opal pink, yellow and purple, 
10 to 100, $7.10 per 100; 100 or more, 
$6.90 per 100. 


FIREPLACE FIXTURES. 

Andirons, black finish, $2.50 to $6 
per pair; black-brass balls, $7.50 to 
$9.75 per pair; Flemish, $5.50 to 
$11.55 per pair; Swedish, ’$5. 75 to $7 
per pair; Burnt antique, brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; black-brass. balls, $6.75 
Flemish, $7.65 to $9 per set; Burnt 
antique, brass, $7.65 to $9 per set; 
Swedish, $7.75 per set. 

Grate baskets, black finish, $5.75 to 
$6 each; Flemish, $8.65 to $10 each. 

Spark guard, black finish, $4.15 
each. 

Fire screens, black finish, $5.65 
each; Swedish, $8.65 each, and Burnt 
antique, brass, $8.65 each. 


GARAGE SETS. 
Garage sets, $2.40 per set; for six 
or more, $2.10 per set. Garage door 





holders, $1.75 per pair; for six or 
more, $1.60 per set. 


ICE SKATES. 

Union ice skates, hockey outfits, 
men’s No. 90, $5.25; No. 290, $6.00: 
ee No. 90L, $5. 25, and No. 290L, 
$6.0 

a outfits, men’s No. 95, $5.25, 
and No. 925, $6. 00; ladies’, No. 95L 
$5.25, and No. 295L, $6.00. 

Club outfits, men’s, No. 212, $3.75, 
and ladies’, No. 213, $3.75. 

eee hockey outfits, men’s, 
No. 390, $6.6 

These sana are ne tper pair. 
Men’s shoes sizes in all cases are 
from 4 to 11, and ladies’ shoe sizes 
in all cases are 3 to 9 


JUVENILE VEHICLES. 

Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851, 
$7.80; No. ‘852, $8.15; No. 853, $9.70. 

Sidewalk cycles, mg bee 39. 40; No. 
910, $10.65 each; No. $17. 50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
$3.25 each. Doll carriages, No. 200, 
$1.60; No. 216, $3.35; No. 222, $3.90, 
nace No. 232, $6.50. Prices are each 
and net. 

Doll anne No. 262, $3.65; No. 
266, $6.25, and No. 270, $10. 95. Prices 
are each and net. 


LAMP CORD. 

Lamp cord, prices are per 1000 ft.; 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, 500 
brass, white, green and brown, 500 
ft. on a spool, $9.50; silk covered 
twisted lamp cord, white only, 250 ft. 
on a spool, $13; 18 in. 1/64 cotton 
covered lamp cord, maroon, white 
and dark brown, 500 ft. on a spool, 
$8.30; 18 ga. 1/32 cotton covered lamp 
cord, green, white, mdroon, oak tan 
and dark brown, 500 ft. on a spool, 
$10.75; 18 ga. 1/64 cotton single con- 
ductor wire, white, brown, oak tan, 
white with marker, brown with 
marker, and oak tan with marker, 
500 ft. on a spool, $4.25; 18 ga. 1/32 
cotton twisted lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton, reinforced cord, 250 
ft. on a spool, $16.50; 18 ga. cotton 
covered heater cord, 250 ft. on a 
spool, $18.50. 


MAIL BOXES, RURAL. 
No. 2 Government Approved R. F. 
D. Mail Boxes, $2.50 each. 


NAILS. 

Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated. 
Base price for New York City, 
Brooklyn, Queens, New Jersey and 
Staten Island is $3.45 per keg, in lots 
of 10 kegs or more, $3.35, in West- 
chester County, $3.55 per keg, and in 
lots of 10 kegs or more, $3.45 per 
keg. In Nassau and Suffolk Coun- 
ties, $3.60 per keg, and for lots of 10 
kegs or more, $3.50 per keg. 


POULTRY NETTING. 
1 to 12 rolls, 55 per cent discount; 
13 or more rolls, 57% per cent dis- 
count, f.o.b. dealer’s store. 


RADIATOR SHIELDS. 
Gem Adjustable Radiator Shields 
with Water Pan Humidifiers 
Gold Bronze Walnut 
Aluminum ew ay 


Each h ac 
No. 1W_....$3.50 $4.20 $3.85 
No. 1AW |. 3.85 4.55 4,20 
No. 2W 3.85 55 4.20 
No, 3W 4.20 4.90 4.55 
No. 4W 4.20 5.25 4.90 
No. 5W 4.55 5.60 5.25 
No. 6W 4.90 6.30 5.60 
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No. 7: -. 4.90 6.30 5. 
No. «+ 5.25 6.65 5. 
No. Ww sees 5.60 7.00 6 


won 
one 


ROLLER SKATES. 


Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with _ self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 100; axles, 3c. 
— cotter pins, 15c. per 100; axle 

ts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 


pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 85c. per pair. 

hicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
oot and Nos. 103 and 105, $1.38 per 
pair. 


ROOFING. 


Roofing Certain-Teed, 1 ply, $1.21; 
2 ply, $1.57, and 3 ply, $1.84 per roll. 
Major Slate Surfaced Roofing, Red, 
1.93; Blue-black, $1.93, and Green, 

1.93 per roll. 

Corporal Tale Surfaced Roofing, 
1 ply, 94 cents; 2 ply, $1.17, and 3 
ply, $1.39 per roll. 

Guard roofing, 1 ply, $1.03; 2 ply, 
$1.35, and 3 ply, $1.66 per roll. 

Certain- Teed, Slate Surface Roof- 
ing, Red, $2.11; Blue-black, $2.11, and 
Green, $2.11 per roll. 


STOVE GOODS. 


Stove pipe, black iron, 28 gage, 12 
a in a bundle, 4 in., 12c.; 
134%6c.; 5 in., 15c.; 5% in., 16%4c.: 

oan 6 in., 19¢. 

Stove pipe elbows, black iron, 28 
gage, 12 in a bundle, 4 in., 15c., 4% 
in., 1544c.; 5 in., 16c.; 5% in., 17%c.; 
and 6 in., 18c. 

ees dampers, cast iron, wood han- 
dle, 4 in., 9¥%c.; 4% in., 10c.; 5 in., 
10¢.; 51% in., 11c.; 6 in., 11%c.; 7 in., 
1634c., and 8 in., 26%c. 

ue stops, tin rim, lacquered, 
diameter, 8 3/16 in., 12 in a box, 6c. 

Stove pipe rings, tin, lacquered, 
12 in a package, 4 in., 3%c.; 4% in., 
3%c.; 5 in., 344¢c.; 5% in., 4 1/6c.; 
6 in., 4 7/12c. and 7 in., 5c. 

Stove pipe wire, plain iron wire, 
50 ft. in a box, 12 boxes in carton, 
19 gage wire, 40c. per carton, and 18 
gage wire, 45c. per carton. 

Stove lifter, nickel plates, cold 
spiral loop handle, 12 in a box, 6c. 
each net. Stove pokers, nickel plated, 
cold spiral handle, 12 in a box, 4 x 

in., 64%4c. each; % x 24 in., 15c. 
each. Never Break Poker, 19c. each. 

Furnace pokers, wrought iron, 3 ft., 
ié 4 ft., 84c.; 5 ft., $1.00, and 6 ft., 

1 

Flue scrapers, black iron, 30 in. 
long, 12 in a bundle, 4c. each. 

Fire shovels, japanned, round han- 
dle, 3 in a bundle, 8 in. handle, 5%c.; 
12 in. handle, 6c.; 15 in. handle, 9c. 
Galvanized, one piece steels, round 
handle, 3 in a bundle, 12 in. handle, 
7c.; 14% in. handle, 11c.; extra heavy, 
japanned, scoop, 6 x 9 in., round 
handle, capped end, 25% in. overall, 
3 in a bundle, 11%c.; Never Break, 
6 in a bundle, 38c. 


each. No. 565, 85c. each; in lots of 
12 or more, 75c. each. 

Bissel’s top carpet sweepers, Lit- 
tle Helper, 16%c. each; Little Gem, 
31%4c. each; Little Jewel, 8344c. each; 
and Bissel Junior, 1.334%c. each. 


TRAPS, GAME. 


Victor game traps, No. 0, $1.20; 
No. 1, $1.50; No. 1%, $2.70, and No. 
2, $3. 70. Prices are net per dozen. 

Victor jump traps, No. 0, $1.75; No. 
1, $2.00; No. 1%, $3.05, and No. 2, 
$4.80. Prices are net per dozen. 


VENTILATORS. 


Continental ventilators, DeFlekt- 
Air (metal center), No. 63, $2.60; No. 
87, $3.20; No. 88, $5.00, and No. 117, 
$4.70. 
dozen. 

Continental wood frame _ ventila- 
tors, No. 836, $2.15; No. 923, $2.15; 
No. 937, $2.35; No. 949, $4.00; No. 959, 
$4.65; No. 1537, $3.65, and No. 1549, 
$5.35. These prices are net per 


dozen. 
Continental mete frame, cloth 
ventilators, No: $2.65; No. 837, 


$3.00; No. 845, $4. 00; No. 1137, $3.65; 


No. 1145, $4. 65; No. 1437, $5.35; and 
No. 1445, $6.00. These prices are net 
per dozen. 

Diamond E ventilators, No. 01, 


$4.36; No. 02, $4.80; No. 03, $5.58; = 

; No. 2, $5.60; No. 3, $6. 
$7.59; No. 5, $8.40. Prices an 
net per dozen. 

Diamond FE ventilators, bathroom 
size, No. 01B, $3.60; No. 1B, $4.41. 
Prices are net per dozen. 

Liberty all steel louver ventilators, 
No. 33L, $4.50, and No. 37L, $5.00. 
Prices are net per dozen. 


These prices are net per. 





mg Peat ty x 3, i “i re 
n x n., 60c.; x 
SASH CORD. 24 in., 73c.; 26 x 26 in., 80c.; 28 x 28 

Sash cord, Samson Spot, No. 7, in., 90c.; 30 x 30 in., $1.05; 82 x 32 
62c.; No. 8, 61c.; Aetna, No. 7, 29c. in., $1.25, and. 35 x 35 in., $1.55. 


per Ib.; No. 8, 28c. per lb. Phoenix, 
7, 48c. per lb.; No. 8, 42c. per Ib. TIRES AND TUBES. 
Mansfield tires, 4 ply, balloon type. 
SCREWS. 29 x 4.40 ; tubes, -50; 30 


Wood screws, flat head, bright 


iron, 45 and 10; round head, blue, 40 


and 10; round head, iron, nickel pas st $1.75; 30 x 5.00, $10 20; tubes, 
om 25 and 10; flat’ head, galvan- $1.80; 31 x 5.00, $1 0.65; tubes, $1.85; 
ized, 17% and 10; flat head, brass, 32 x’ 5.00, $11.75; tubes, $1.90: 28 x 
pik | and 10; round head, brass, 321% 5.25, $11.10; tubes, $1.85; 30 x 5.25, 


$11.90; tubes, $2.00; 31 x 5.25, $12.35; 
525. $2.05; 29 x 5.50, $12.65; tubes, 


6 ply, 31 x 5.25, $14.70; tubes, 
. 08 0, x a $16.05; tubes, $2.35; 
6.00, $16.15; tubes, $2.25; 31 x 


and 10. These discounts apply to 
new standard screw lists. Full pack- 
age lots take an extra 5 per cent. 
Machine screws, flat and round 
head, brass, 60 per cent discount. 
Iron, 60-71% per cent discount. 


6.00" $16.65: tubes, $2.30; 32 x 6.00, 
SLEDS. $16. 96; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, ° 
s Meritte Zyee, a i & _ aa%e: Tire display racks, $10.00 each. 
23 5, $5 3% Jr. Racer, $3. 50, and Prices in all instances are each. 
Racer, $4.3 
Fire No. 10, TOYS. 


Child’s garden sets with 18 in. 
handles. Net. No. 1, 10c. each; No. 6, * 
17c. each, and No. 9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55c. each; in lots of 12 or more, 50c. 


i $1.14; 
$1. 36%; No. 11, $1: wi: No. 12, $1.93%, 
and Racer, $1 9814. 
Allen sled backs, No. 1, $1.00 each. 
Perfection adjustable sled back, 
No. 10, $1.06 each. 








Wurldsbest window ventilators, No. 
2, $1.75; No. 3, $2.00; No. 4, $2.50; 
No. 5A, $3.00; No. 6A, $4.00; No. 6B, 
$4.50, and No. 6C, $5.00. These prices 
are list each and subject to a deal- 
er’s discount of 33% per cent. 


WEATHERSTRIP. 


Weatherstrip, Home Comfort, ma- 
roon or white, $30 per thousand feet; 
competitive grade, maroon, $16.50 per 
thousand feet, and white, $18 per 
thousand feet. 

Felt weatherstrip, 60 cents per 
earton. Wool weatherstrip, No. 25, 
80 cents per carton, and No. 7, 
$2.00 per carton. 


WIRE CLOTH. 


First quality, Black, 12 mesh, $1.85; 
First Quality, Galvanized, 14 mesh, 
$2.25; Competitive Quality, Gal- 
vanized, 14 mesh, $2.15; First Qual- 
ity, Bronze, 14 mesh, $5.80; Competi- 
tive Quality, Bronze, 14 mesh, $5.75; 
First Quality, Copper, 14 mesh, 
$5.46 Competitive Quality, Copper, 


Prices are quoted for 100 sq. ft., 
f.o.b. dealer’s store. March 1st dat- 
ing is allowed. 





Business Is a Little Less Active: This Week — 


CH ; CAGO: Winter Lines Need Stimulus of Colder Weather 


(Chicago office of HARDWARE AGE) 

CHICAGO, Nov. 26.—Something like the usual in-between-seasons’ 
lull has developed, although volume hasn’t fallen off to any consider- 
able extent. The regular fall rush is about over and the demand 
for holiday merchandise, though fairly brisk, has not yet reached 
its height. 

As yet the weather has not been such as to precipitate any 
scramble for goods, Snow or a sudden drop in temperature would 
do that. Winter merchandise has not shown the life it will later, 
although some cold-weather items are moving. Boys’ sleds and 
snow shovels are rather active. 


future orders in poultry netting are 
also being booked. 

Sheet mills continue to operate at 
reduced capacity, but the market for 


Galvanized ware is moving well. 
Since the reduction on painted and gal- 
vanized wire cloth, future business in 
that line has been accelerated. Some 





steel sheets is as yet unaffected; sales 
are a bit sluggish. 

Slightly more activity is observed in 
the movement of paints and oils which 
have been seasonally quite for a num- 
ber of weeks; prices in this line have 
remained the same for about a month. 

Heavy competition among the nail 
and wire mills has abated apparently 
and the market shows more firmness; 
sales are rather inactive. 

Hunting supplies are showing in- 
creased buying interest, despite the 
lack of real winter weather. Some re- 
tailers have placed early orders for ice 
skates, but the bulk of the volume in 
this line will not develop until the re- 
tail trade is aroused to action by freez- 
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ing weather. Current business in camp 
axes and hammers is good and the 
coming holidays promise an even bet- 
ter demand later. 

Basketball supplies are showing 
greater activity; by the same token, the 
demand for football goods is falling 
off as the end of that season ap- 
proaches. The movement of electrical 
merchandise shows a considerable im- 
provement over what it was a year ago. 
Radio is doing well. 

Conditions in this territory are diag- 
nosed as sound. Credits are better than 
six months ago. 


ALARM CLOCKS.—Trade continues to 
show betterment. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Big Ben, plain dial, $27.48 per doz.; 
Big Ben, luminous dial, $37.92 per 
doz.; Bib Ben, De Luxe Nickel, $31.68 
per doz.; Big Ben, De Luxe Nickel, 
luminous dial, $42.24 per doz; Big 
Ben De Luxe colored, plain dial, 
$31.68 per doz.; Big Ben, colored, 
luminous dial, $42.24 per doz.; Baby 
Ben, plain dial, $27.48 per doz.; Baby 
Ben, luminous dial, $37.92 per doz.; 
Baby Ben De Luxe, nickel plain dial, 
$31.68 per doz.; baby Ben De Luxe, 
nickel, luminous dial, $42.24 per doz.; 
Baby Ben De Luxe, colored plain dial, 
$31.68 per doz.; Baby Ben De Luxe, 
colored luminous dial, $42.24 per doz.; 
American, plain dial, $12.60 per doz.; 
American, luminous dial, $18.96 per 
doz.; American Colored Clocks, $12.60 
per doz.; Sleepmeter, plain dial, $16.80 
per doz.; Sleepmeter, luminous dial, 
$25.20 per doz.; Ben Hur plain dial, 
$21.12 per doz.; Ben Hur, luminous, 
dial, nickel, $29.52 per doz.; Ben Hur, 
plain dial, colored, $21.12 per doz.; 
Ben Hur, luminous dial, colored, 
$29.52 per doz.; Tiny Tim, nickel or 
colored finish, eer oe doz. New 
Model Pocket Ben atches, $12.60 
per doz.; New Model Pocket Ben 
Watches, luminous dial, $18.96 per 
doz. Lots of 2 dozen or more, all one 
kind or assorted, are subject to an 
extra discount of 2% per cent. In 
lots of 6 dozen or more, all one kind 
or assorted, are subject to an extra 
discount of 5 per cent. Westclox and 
Watches, plain and luminous dials, 
may be assorted to obtain quantity 
discounts. 


AUTOMOBILE ACCESSORIES.—De- 
mand for spark plugs, spot lights and 
chains is only fair. Anti-freeze solu- 
tions are seasonally active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45¢c. each; Champion Blue 
Box line, 538c. each; A. C. 58c. each; 
lots of 100, 50c. A. C. Special Ford, 
36c. each. 

Spot |! ights.—Appleton, No. 3280, 
$6.50 each, 

Chains.—Nonskid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 1% in., cylinder, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3%, Liberty, $1.05 each; 
20 x 4.40. Liberty, $1.29 each; 32 x 
$6.50, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 

Anti-Freeze Solutions. — Prestone, 
$3.80 per gal, in less than full case 
lots; in full case lots, $3.60 per gal. 


AXES.—tTrade is very active in “ex- 


pert” axes and the competition leaders. 
The medium grades are quiet. Prices 





have remained stationary for several 
seasons. 
JOBBERS’ epee 4 TO RE- 
TAILERS, F.O.B. CHICAGO: 

First quality axes, single bit, han- 
dled, 3 to 4 Ib., $18.75 to $20.00 per 
dozen; double bit, $23.75 to $25.00 per 
doz. Competition grade, single bit, 
handled, 3 to 4 lb., $15.60 per doz. 


BELTING.—Orders are light. Prices 
show the effect of the strong leather 
market. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Leather belting, standard 50 per 
cent discount; leather belting, agri- 
cultural, 50-10 per cent discount; 
rubber belting, 70 per cent discount; 
canvas belting, 70 per cent discount. 


BICYCLES.—Business still shows the 
favorable influence of the coming holi- 
days. No price changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Double Bar Motor-Bike Model, 


$26.26; ladies’ model, $25.90; — 
and boys’ juvenile model, $22.60. 


BOLTS AND NUTS.—Business shows 


some recent decline. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Large carriage bolts, cut thread, 
60 per cent discount; small carriage 
bolts, cut thread, 60 per cent dis- 
count; small carriage bolts, rolled 
thread, 60-10 per cent discount; 
large machine bolts, cut thread, 60 
per cent discount; small machine 
bolts, cut thread, 60 per cent discount; 
small machine bolts, rolled thread, 
60-10 per cent discount; all stove 
bolts, 75-10 per cent discount; lag 
screws, 60 per cent discount. All 
discounts are from ‘‘full case’’ lists. 


BUILDERS’ HARDWARE.—Building 
operations are well ahead of recent 
months, but considerably below the 


same reason for last year. Movement 


of builders’ hardware faithfully reflects 
this fluctuation. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts, old copper or 
dull brass finish, $2.16 per doz. pair 
in case lots; less than case lots, $2.34 
per doz. pair; 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 
doz. pair in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, $6.00 per doz. sets 
in case lots. Steel, bit-keyed front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $ 
per set. Cylinder front door sets, 
$6.00 per set. 


CARPET SWEEPERS.—Current trade 
is probably ten to fifteen per cent ahead 
of this time last year, with a positive 
tendency toward continued improve- 
ment. Prices steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Bissel’s Standard, $36.00 doz.; Uni- 
versal Japanned, $42.00 doz.; Univer- 
sal nickeled, $46.00 doz.; Grand 
Rapids, Japanned and colors, $44.00 
doz.; Grand Rapids, nickeled, $48.00 
doz.; American Queen, $54.00; Parlor 
Queen, $56.00. 


CHAIN.—Sales are active, though 
more winter weather will make them 
more so. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
%-in. proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 40-10 
per cent list. 


COAL HODS.—This is a season of 





quality sales. Low-grade hods have 
lagged. Prices are unusually steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Galvanized, 16 in., open $4 doz.; 
17 in., $4.30 doz.; 18 in., $4.70 doz.; 
Japanned, open, 16 in., $2.95 doz.; 
17 in, $3.25 doz.; 18 in., $3.65 doz.; 
Galvanized, funnel, 17 in., $5.35 doz.; 
18 in., $5.80 doz.; Japanncd, funnel, 
17 in. $4.10 doz. 


COPPER RIVETS AND BURRS.— 
Trade continues on an even keel. The 
market is a bit weak. 


JOBBERS’ QUOTATIONS Sl RE- 
TAILERS, F.O.B. CHICAGO 

Copper rivets and burrs, 30- 10 per 
cent off list. 


ELECTRICAL-GOODS AND RADIO 
EQUIPMENT.—Volume on appliances 
is about even with last year, but shows 
some evidence of improvement. Radio 
sales are holding up well. 


JOBBERS’ ap hag a RE- 
TAILERS, F.O.B. CHICAG 

Electrical Merchandise. — No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.: 
in 1000 ft. lots, $10.50; %-in. brush 
brass key socket, 13c. each; lots of 
25, 12%c. each; two-way (Hemco) 
plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 5c. 
each; dry cells, boxes of 55, 32%c. 
each; less than case lots, 36c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D779 E, $1.40 each; in case lots of 5, 
$1.30; No. 770, $3 vr packages of 


of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standad pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201-A, 75c.; UX- 

i .20; WxX-227, $1.50; UG-171A, 
$1.85; UX-2.50, $6. 60 each; UX 245, 
$2.10 each; UX-224, $2.40 each. 


FILES.—Volume is holding up in satis- 
factory fashion. Prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Nicholson files, 50 per cent off list; 
American, 60-10 per cent off; Black 
Diamond, 50 per cent off; Simonds, 
50 per cent off. 


FLINT PAPER.—Business shows some 
improvement over what it was this 
time in 1928. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

9 x 11 sheets, in bundles, No. 9, 
$4.05 per ream; same_No. 1, $4.85 per 
ream; 8% x 10% sheets, in bundles, 
No. Q $3.65 per ream; same, No. 1, 
$4.40 per ream; 9 x 11 sheets, in 
boxes, No. 0, 100 sheets per box, 84c.; 
9 x 11 sheets, in boxes, No. 1, 75 
sheets per box, 76c.; 8% x 10% 
sheets, No. 0, 101 sheets per box, 
76c.; 8% x 10% sheets, No. 1, 75. 
sheets per box, 67c. 


FOOTBALL AND BASKETBALL. 
SUPPLIES.—The basketball season is 
now active and will become more so as 
the football season recedes. This 
change, of course, is reflected in de- 
mand. Former prices hold. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Goldsmith official seamless water- 
proof footballs, $9.35 each: Confer- 
ence footballs, $8.00 each; Scholastic 
footballs, $5.35 each; Amateur foot- 
balls, $1.70 each; boys’ footballs, 
genuine cowhide, $7.75 per doz.; Spe- 
cial basketballs, $14.95 per doz.; 
Goldsmith official basketballs, lace- 
less with rubber valve, $14.00 each. 
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HUNTERS’ SUPPLIES.—Volume is in- 
creasing. Lower temperatures help, 
although more winter weather would 
accelerate the demand. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 2 
Drybak waterproof coats, $58.65 
Drybak waterproof pants, 
Red Head brand 
$61.85 per doz.; hip rubber 
$5.00 per pair; mackintosh 
wading pants, $16.00 per pair. 


ICE SKATES.—A good many dealers 
have placed early specifications; others 
are waiting. Current demand is good. 
No price changes. 


JOBBERS’ i ape TO RE- 
TAILERS, F.O.B. CHICAGO: 


Union hardware skates, No. 1624, 
75e. per pair; No. 524%, $1.15 per 
pair; No. 624, $1.00 per pair. Chil- 


dren’s extension bob skates, 35c. per 
pair; Nestor Johnson Flyer skates, 
$5.25 per pair. 


NAILS, WIRE AND STAPLES.—The 
severe competition among the mills 
during the early fall has disappeared 
and values are more stable. Sales are 
seasonally quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

._L.c.l. quantities, common wire and 
cement coated nails, $2.95 base, car- 
loads, on application; steel cut nails, 


$4 base. : 

No. 9 black annealed wire, $3.30 
per cwt.; No. 9 galvanized, plain 
wire, $3.75 per cwt.; catchweight 


spools, galvanized cattle or hog wire, 
$3.85 per cwt.; polished fence staples, 
$3.65 per cwt. 
PAINTS AND OILS.—Buying is some- 
what stronger this week. No changed 
prices have been announced as yet this 
month. 


JOBBERS’ oy agp hrtbea A Mi RE- 
TAILERS, F.0O.B. CHICAGO 





lots, 
$1.31 


Raw.—Barrel 
barrel lots, 


Linseed Oil, 
$1.34 per gal.; 5 
per gal. 

Linseed 
$1.37 per 
per gal. 

Denatured 
638c. per gal.; 
$10; returnable. 

Turpentine. — Drum lots, 69c. per 
gal., net. 

White lead.— 100 Ib. kegs, $14.25 
per cwt.; 50 Ib. kegs, $14.50 per 
ewt.; 25 lb. kegs, $14.50 per cwt.; 
12% lb. kegs, $14.75 per cwt. 

Shellac (4 lb cuts).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade 
white, $2.17; second grade orange, 


English Venetian Red.—In barrels, 
54c. per Ib.; in 100-lb lots, 6c. 
per pound. 

Dry Paste.—Barrel lots, 7%c. 
b. 


Boiled.—Barrel 


Oil, 
gal.; 5 barrel lots, 


lots, 
$1.34 


lots, 
extra, 


Alcohol.—Barrel 
steel drums, 


per 


POULTRY NETTING.—Future sales 
are normally active. Current sales are 
very quiet. Jobbers are quoting some- 
what lower for shipments from local 
stocks in substantial amounts. No 
change in mill prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Galvanized before 60 per cent off 
list; galvanized after, 63% per cent 
off. 
PYREX WARE.—Sales are improving. 
Dealers who push the line report good 
results. In their merchandising meth- 
ods they are employing the “Gifts of 
Utility” idea. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Round casseroles, 1 qt., $12 per 
doz.; 1% qt., $14 per doz.; 2 qt., $16 
per doz.; Oval casseroles, same 
prices as round; 8-in. pie plates, $6 
per doz.; 9-in. pie plates, $7.20 per 
doz.; small utility dishes, $8 per 
doz.; large utility dishes, $14 per 
doz. 


ROLLER SKATES.—Prices remain un- 
changed. Futures are being booked to 
a considerable extent. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Union line, No. 3, 76c. per uair; 
Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.45 per pair. 


Chicago line, No. 101, $1.30 per 
pair; Nos. 103 and 105, $1.40 per 
pair; No. 181, $2.65 per pair; Nos. 
183 and 185, $2.75 per pair. Win- 
chester line, No. 3831 (boys’), $1.35 
per pair; No. 3832 (girls’), $1.45 per 
pair. 

SCREWS.—tThis lire is fairly well 
represented on most general orders. 


No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Flat head bright screws, 45 per 
cent off list; round head blued, 40 
per cent off list; flat head brass, 37% 
per cent off list; round head brass, 
32% per cent off list; new lists. 


TOYS.—Volume is much larger than 
during the pre-holiday season of last 
year; factories are slowing down some- 
what on shipments. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Electric trains, from $4.15 to $30.00 


per set; Structor trucks, $8.00 per 
doz.; Erector sets, No. 1, 67c. each; 
No. 2, $3.33 each; Spirit of Saint 
Louis construction sets, $8.00 per 
doz.; Lincoln Logs, 65c. per set; 
double sets, $1.35 each. 


WIRE CLOTH.—Since the announce- 
ment of the new low prices on both 
painted and galvanized steel cloth more 
and larger futures are being booked. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Black, 12-mesh, $1.60; galvanized, 





14-mesh, $2.00; galvanized, 16-mesh, 
2.30. 





BOSTON: 


BosTon, Nov. 26.—The scare in business caused by the recent 
break in the stock market seems to be wearing off in the hardware 
One distinct reflection of the slump in security values is 
found in a decided drop in collections. 
are not paying bills, and therefore jobbers of hardware, in turn, 
are obliged to wait for their money. One of the largest local job- 
bing houses goes so far as to say the credit situation is more satis- 
factory than at any previous time this year. 
tionably will right itself in due time, however. 

Retailers this week should secure at least some of the many mil- 
lions of dollars of Christmas Club money that will be released short- 
ly. Such savings by New Englanders have been very large. 
too, there are thousands upon thousands of people who were not in 
the stock market; people who have had good jobs for many months 
and have saved money to spend during the holidays. 
question but what a tremendous amount of money will be put into 
circulation during the next month, and it is clearly up to the retail 
Of the price changes reported the past week, 
Builders’ hardware, emery cloth, screens 
and screen doors, screen cloth and sheet lead may all be purchased 


trade. 


dealer to go after it. 
all were on the downside. 


for less money than heretofore. 


(Boston office of HARDWARE AGE) 


Retail dealers say customers 


The situation unques- 


Then, 


There is no 








Release of Christmas Club Savings Will Aid Sales. 


Recent Price Revisions Were Downward in Character 


AIR MOISTENERS.—tThere appears to 
have been somewhat more doing in air 
moisteners of late, but buying is quite 
spotty. 


JOBBERS’ oh uwoneur, TO RE- 
TAILERS, F.O.B. BOST 


Air lewis addin. ns $6 
a doz. net; gold colored, $6. 
ASH CANS.—Each day finds a normal 
number of ash cans shipped from job- 
bers’ stocks. So far this fall demand 
has run more to heavier than to light 
cans. No change in prices is noted. 


ASH SIFTS.—Now that furnace fires 
are in operation house owners have 
found it necessary to invest in some 
kind of an ash sift. Such buying has 
resulted in retail replenishing stock 
buying. Prices have not varied on many 
weeks. 


AUTOMOBILE ACCESSORIES.—Re- 
tailers are not ordering tires in spring 
datings as freely as anticipated, accord- 
ing to jobbers. At the moment there is 
a fairly active demand for tire chains 
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and anti-freezing liquids and com- 
pounds. 


JOBBERS’ gia TO RE- 
TAILERS, F.O.B. BOST 
Tires.—Competitive, nites extra 
heavy, straight side, 30 x 3%, er “4 
each, list; 31 x 4, $9.40; 32 x 4, $10 
Discount 12% and 10 per cent. 
Tires.—Mansfield line heavy duty 
cord, clincher, 30 x 3%, $7.25 each, 
—_ straight side, 30 x 3%, ni 85; 31 
, $12; 32 x 4, $12.80; 32 x $13.45; 
32" x 4%, $17 30; 33 x 4} X Sigs 34 x 
4%, $18.60; 33 x 5, $2 3.50. Discount 
12% and 10 per cent. 
Tires.—Mansfield line, truck, 8-ply 
cord, 32 x 4%, $23.70 each, list; 33 x 
41%, $24.55; 30 x 5, $28.40; 34 x 5, 
$33.70; 35 x 5, $34.50. 10-ply, 32 x 6, 
$47. 15: 36 x 6, $51.80; 38 x 7, $72.60. 
12-ply, 36 x 8, $94.85; 40 x 8, $101.80. 
Discount 30 per cent. 
Tires.—Mansfield line, balloon, 4.40- 
19, $7.80 each, list; 4.50- 20, $8.85; 5.00- 
19; $11; 5.25- 18, $12. 35; 5.25-20, $13.25; 
5.50-19 " $14.10: heavy duty, 6- sPly, 
4.40-21, $11.50; 5.25-21, $16.35; 5.50- 
20, $17.85; 6.50-19, $22.30; 7.30-20, 
$34.50. Discount 12% and 10 per cent. 
Tires. — Mansfield line, alloon, 
double service, 4.50-21, $17.4 —: 
list; 5.25-21, $25.45; 6.50-18, $33.7 
6.50-20, $34.50; 6.50-21, $36.15. ee 
count 30 and 10 per cent. 
Tire Chains.—30 x 3%, $4.50 a pair, 
list; 31 x 4, $5.50; 32 x 4, $5.50; 33 x 
, $5.75; 32 x » $6.25; 33 x 4%, 
$6.50; 34 x 4%, -75; 33 x 5, $7.50; 
34 x 5, $7.50; 35 x 5, $8. Balloon, 27 
x 4.40, $4.50; 29 x 4.40, $5; 31 x 4.40, 
$5.50; 28 x 4.75, $5.25; 29 x 4.75, $5.50; 


$6.75; 28 x 5.25, $6. 75; 29 x 5.25, $6. 15: 
30 x 5.25, $6. 75; 31 x 5.25, $7. One to 
nine pair; discount 30 per cent; 10 to 
49 pair in one shipment, 35 per cent 
discount; 50 pair in one shipment, 40 
per cent discount. 


BOATS.—In quite a number of in- 
stances retailers have covered their 
boat requirements for the holiday trade. 
Buying so far this season has been dis- 
appointing. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 


Toy Boats.— Tom Thumb line, 
Speedster, re 54, $4 per doz. net; 
Flash, No. $8; Freight, No. 257, 
$8; Motor, os 135, $4; Tugboat 
Columbia, $8. Speed, Flying Yankee, 
No. 65, $28 per doz. net; No. 68, $48; 
No. 73, $80. Seaworthy, sail, No. 126, 
$4 per doz. net; No. 134, $8: No. 137, 
$12; No. 142, $16; No. 146, $20; No. 
124; $24; No. 149, $24; No. 151, $32; 
No. 162, $40; No. 163, $60; a 166, 
380; No. 165, $96; No. 167, $12 


BUILDERS’ HARDWARE.—Demand 
for such merchandise is moderately 
good, although not as good as it was a 
month ago. Jobbers say that Russell 
& Erwin interests have issued new price 
lists Which show reductions, but they 
are not prepared to give details just 
now. 


COAL HODS.—In common with ash 
cans, ash sifts and kindred lines there 
is quite a satisfactory call for coal hods. 
Buying embraces many makes and 
styles. 


JOBBERS’ ouor are. TO RE- 
TAILERS, F.0.B. BOSTON 


Coal Hods.—Galvanized, with wood 
handle, $4.25, $4.65, $5 and $5.50 a 
doz. net; Japanned, 16 in., $3.50. 

DOOR MATS.—Recent rains have 
somewhat improved the demand for 
door mats. It is quite evident that re- 
tail dealers were caught short of stock 
when public demand made itself felt. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Door Mats.—Cocoa, 14 x 25 in., 
66c. each net; 16 x 27 in., 84c.; 18 





x 30 in., $1.05. Steel wire, $1.47 each 
net. Black rubber, 18 x 30 in., $8 a 
doz. net. 


EMERY CLOTH.—A slight modifica- 
tion in jobbing prices on emery cloth is 
noted. This change is the first one re- 
ported in many months. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Emery Cloth.—Standard brands, in 
less than ream lots, 20 per cent dis- 
count; in ream and larger lots, 25 
per cént discount. 


FISH TRAPS.—A few bright snappy 
days of late served to remind retailers 
that it was high time they covered their 
fish trap requirements. Retail Decem- 
ber sales as a rule are the best of the 
year. 


JOBBERS’ ouoT Ae. TO RE- 
TAILERS, F.O.B. BOST 


Fish dl gego the acatchg neni reel, 
line and hook, $2 per doz. net; in- 
complete, 65c. 


FOOD CHOPPERS.—Steady, although 
not heavy, buying of food choppers is 
reported by the jobbing trade. Novem- 
ber sales to date have been in keeping 
with those for the corresponding time 
last year. 


JOBBERS’ og gg TO RE- 
TAILERS, F.O.B. BOSTON 

Food Choppers. = Runewin, No. 1, 
$2.70 each list; No. 2, $3. 30; No. 3, 
$4.20. Discount, 40 and 5 per cent. 
Universal, No. 00, $1.25 each net; No. 
1, $1.52; No. 2, $1.86; No. 3, $2.37; 
No. 328, $2.20; No. 331, $3.38; No. 


333, $3.72; No. 304, om: No. 344 
9.43. Enterprise, — $2.26 —— 
net; No. 10, $3.89 No. st, $1.39; 


602, $1.74; No. 403, $2.2 


HUMIDIFIERS.—Some improvement is 
noted in the movement of humidifiers 
out of jobbing and retail stocks. There 
is no real pep to business, however. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Humidifiers. — Airstat, in green, 
gold and aluminum, 7 x 18 in., $3 
each net; 7 x 30 in., $4.83; 9 x 24 in., 
$4.33; 9 x 36 in., $5.33 M 


MINCING KNIVES.—As might be ex- 
pected before Thanksgiving, mincing 
knives have been and are in demand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 


Mincing Knives.—No. 4, $3. 45 a doz. 
net; No. 6, $3.75. 


RADIATOR SHIELDS. — Improved 
buying of radiator shields is reported. 
The average retailer is simply replen- 
ishing stocks, having placed orders ear- 
lier in the season. 

JOBBERS’ pg eid TO RE- 
TAILERS, F.O.B. BOS 

Radiator shisine then pT 
ie 1 $4; No. on -a, $4.59; No. 2, $4.50; 

, $5; No. $5; No. 5, $5.50; 

6 6; "No. 6-b, $6: No. 7, $6.50; Nor 8. 

7. These prices are list per each 
and subject to dealers’ discount of 
30 per cent. These models with 
a humidifiers are $1 extra each, 
ist. 

Register shields, Gem, No. 1, floor 

type, $12; No. 10 floor type, $10; No. 
2, wall type, $6 and No. 20, wall type, 
$5.20. Prices are net to dealers per 
dozen. No. 1 and No. 2 are oxidized 
copper. No. 10 and No. 20 are black 
enameled. 


SCREENS AND SCREEN DOORS.— 
New prices on screens and screen doors 
have been issued by manufacturers and 
in turn by jobbers. New prices show 
reductions amounting to about 10 per 
cent. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Screen Doors.—No. 241, 2.6 x 6.6, 

17.69 a doz. net; 2.8 x cs. $18.50; 

-10 x 6.8, $19.57; 3 = ye $20 38. No. 

. x $s. Bs og 

$27.7 oO. 


0 x 6.8, $26.75 et 
288G12, 2.6 x 6.6, $2 ae. BS, 
$23.38; 2.10 x 6.8, $24.63; 3 x 7, $25.69 
° , 2.6 x 6.6, $ ; x 6.8, 


No. 545G, 2.6 x 6.6, $38.94; 2.8 x 6.8, 
$40.25; 2.10 x 6.8, $42.06; 3 x 7, $43.44. 

Window Screens.—Competitive, No. 
2, $4.06 a doz. net; No. 3, $4.75. 
Hummer, No. 1533, $3. 94a doz. net: 
No. 1833, $4.38; No. 2433, $5.13; No. 
2437, $5. 44; No. 2837, $6.38; No. 1833G, 
$4. 50; No. 2433G, $5. 25; No. 24387G, 
$5.56. 


SCREEN CLOTH.—Manufacturers and 
jobbers likewise have issued new prices 
on screen cloth. Contrasted with those 
previously quoted, prices now are about 
10c. per 100 sq. ft. lower. 
JOBBERS’ ay wg id TO RE- 
TAILERS, F.O.B. BOS 
Screen Cloth. et i. “mesh $2 
per 100 sq. ft., net; 14 mesh, $2.35; 
16 mesh, $2.70. Opal and galvanized, 
12 mesh, $2.10; 14 mesh, $2.45; 16 
mesh, $2.80. Bronze, 14 mesh, $6.60; 
16 mesh, $6.95; 18 mesh, $7.30. Cop- 
per, 14 ‘mesh, $6.25; 16 mesh, $6.60; 
18 mesh, $6. 95. 
Screen Cloth.—From factory, black, 
12 mesh, $1.60 per 100 sq. ft., f.o.b.; 
14 mesh, $1.95; 16 mesh, $2.25. Opai 
and galvanized, 12 mesh, $1.70; 14 
mesh, $2.05; 16 mesh, $2.35. Bronze, 
14 mesh, $5.85; 16 mesh, $6.20; 18 
mesh, $6.55. Copper, 14 mesh, $5.50; 
16 mesh, $5.85; 18 mesh, $6.20. 


SHEET LEAD.—Jobbers announce a 
somewhat belated reduction in sheet 
lead of %c. per Ib. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Sheet Lead.—Standard brands, 14c. 
lb., base, list. Discount 20 per 
Sent. 


TOYS.—Sales of toys in general, which 
started the season with a rush, have 
flattened out. It is quite evident that a 
large majority of the retail trade has 
decided to wait until the last minute 
before covering requirements. 


TRAPS.—The trapping season having 
opened in New England States, there is 
a slight improvement in demand, ac- 
cording to jobbers. Retailers in many 
instances carried over moderately large 
stocks last season. 


JOBBERS’ rg pl Ve ed TO RE- 
TAILERS, F.O.B. 

Traps.—Game, seshe - an line, 
with ‘ani, —s. 7“2 pee. 0, 
$1.74 per doz. net; N oo: Ni 1%, 
$3.07. Double pont Mey NO. 2, $1 $0 per 
doz. net; No. 3, $6.67; No. 4, $8. 


WATCHES.—The Ingersoll people have 
placed on the market a new wrist 
watch, chromium plated and having a 
metal wrist band that is known as the 
Alden Special. It cost the retailer $9 
each net and retails at $13.50. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F-0.B. BOSTON 

Watches.—Ingersoll line diate dials, 
$1.02 each net; Eclipse, $1.67; Junior, 
$2.17; Midget, $2.17; Wrist, $2.33; 
with = dials, Yankee, $1.50; 
Two in One, $1.67; Eclipse, $2.17; 
Midget, $2. 50: Wrist, $2.67; ‘Water- 
bury Chromium, plain dial, $3. 33 each 
net; radiolite dial, $4 New Haven 
line. Tip Top, plain, $1 each net; 
radium, $1.48. 

Wrist Watches. —Ingersoll, plain, 
metal dial, $2.33 each net; Radiolite, 
$2.67; Mite, $3.67; New Haven, plain 
dial, $2.29; radium, $2.62. 
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(Cleveland office of HARDWARE AGE) 

CLEVELAND, Nov. 26.—Hardware trade in this territory has been 
affected only slightly by the liquidation in the stock market. Job- 
bers report that their business in November up to the present time 
has been only a trifle below that during the same period of Novem- 
ber last year, which was a very good month. Business is well 
divided between seasonal goods, holiday merchandise and staples. 
Holiday lines have become more active and a good holiday trade is 
looked for. While retailers are not buying heavily, they are keeping 
their stocks up. As a rule they are not overstocked in any line. 
There has been some slowing down in plant operations in this ter- 
ritory due mostly to the curtailment in the automotive industry and 
this is being reflected by decreased demand for mill supplies. 

Prices generally are well maintained. Prices are lower on wire 
cloth and poultry netting and one shovel manufacturer has an- 
nounced a reduction. Rope prices have been reaffirmed. 








AUTOMOBILE TIRES AND SUP- | mand is not as heavy as recently, it is 
PLIES.—The cold snap has stimulated | fair for this season of the year. 

the demand for anti-freeze liquids, JOBBERS’ QUOTATIONS TO RE- 
which are very active. Tires are quiet. TAILERS, F.0.B. CLEVELAND: 


‘ Machine and carriage bolts, cut 
Prices are unchanged. thread, hot pressed and cold punched 


JOBBERS’ QUOTATIONS TO RE- nuts and lag screws, less than case 
TAILERS, F.O.B. CLEVELAND: ee Pd ent off list; bolts — 
i - i rolled thread, im: x € m. ane 
gute talioes Lb ew ets A ng smaller, 60 and 10 per cent off list; 
$1.50; 30 x 4.50, $8. 25: J tubes, $1. 60: additional discount of 10 per cent is 
29 x 5.00, $9.90; tubes, $1.75: 30 x 5.00, allowed for full case lots of one size, 
$10.20; tubes, $1.80; 30 x 5.25, $11. stove bolts, 75 and 10 per cent off 
tubes, $2.00; 31 x 5.25, 512, 25; ee list; semi-finished nuts in bulk, 60 
$2. 05; heavy duty, 6- ply, 29x 4.40, per cent off list; 54 per cent for 
$9.50; 30 x 4.50, $11.05;.30 x 5.25, packages. 


14.30; 31 x 5.25, $14.70; 33 x 6.00, . = 
$143) double service, ‘ts, 23 x BUILDERS’ HARDWARE.—This is 


4.40, $12.90; 29 x 4 $13.25; 30 x ienci i 

450, $13.95; 29 x 500) 346. 2 ee experiencing the seasonal slowing down. 
5.00, $17.30: 30 x 5.25, $19. 70: 31 x Lower interest rates are expected to 
5.25, $20. 35; Liberty, 4-ply, 29 x 4.40, i ildi 

$5.65:°30 x 4.50, $6.30: 29 5-00, $7.95: stimulate building next year and a good 
30 x 5.00, $8.20; 31 x 5.25, $9.85; 32 x building season is looked for. Prices 
6.00, $11. ‘85; high pressure cords, 30 are unchanged. 


3, $4.40; Nejtegs $4.75; 31 x 4, 
$8. 45; 32 x 4, $9. 
Anti-Freeze Pe 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 


alcohol drums, 57c. to 64c. per gal.; In case lots, lock sets, $5 per doz.; 
5-gal. lots, 80c. per gal. Prestone, heavy strap hinges, 6 in., $1.55 per 
6-gal. lots, $3.60 per gal.; less than doz.; 8 in., r 40 per doz.; extra heavy 
6-gal., $3.80 per gal. = hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 

AXES.—tThese are rather quiet. Butts, case lots, 3 in. and 3% in., 
16c. per pair; 4 in., 21e. per pair; 

JOBBERS’ QUOTATIONS TO RE.- for less than case lots, all sizes are 
TAILERS, F.O.B. CLEVELAND: 2c. per pair higher. Butts with sand 
First grade, single bitted, rustless, blasted finish are 4c. per pair higher. 
black finished handled axes, $19.5 Ornamental hinges, standard finish, 
base, per doz.; unhandled, $15. 50 mo $1 per doz.; nickel finish, $1.20 per 
doz.; double bitted, handled, $24.50 doz.; sand blast finish, $1.15 per doz 


per "doz.; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen CELL-O-GLASS. — Cold weather has 


lots weighing 42 to 48 lb. and smaller ‘ ‘ 
advance for each 6 lb. additional stimulated sales and this product at 
weight increase. present is very active. 
. * JOBBERS’ QUOTATIONS TO RE- 
BATTERIES. — Radio batteries con- TAILERS, F.0.B. CLEVELAND: 
tinue in good demand. Prices are un- Cell-O-Glass in 100 ft. rolls, 12c. 
changed. per sq. ft.; glass cloth in 100 yd. 


rolls, 24c. per sq. yd. 
JOBBERS’ QUOTATIONS TO RE- 


TALEND FE. CLELAND: CHAINS.—Log chains are moving fair- 


Radi ies: b . . 

7 aes ©. eee mar “gq ly well, but coil chains are quiet. 
ee. SEE Cee re $1.14 $1.22 JOBBERS’ QUOTATIONS TO RE- 
SS ean 1.30 1.40 TAILERS, F.O.B. CLEVELAND: 
rey 1.92 2.06 Coil chain, 3-16 in., $11.85 per 100 
Ss eS Khar cian somes 2.33 2.53 Ib.; %4 in., $10.75 per 100 Ib.; 5-16 in., 
ee ees 2.80 3.00 $9.25 per 100 Ib.; % in., $7.85 per 100 
Os WO 85.5:0 6.060% weed’ 2.97 3.20 Ib. Cow ties, No. 14, $2.75 per doz.: 

Dry Cell A batteries, No. 7111, No. 15, $2.50 per doz. Tie-out chain, 
3514c. in standard packages, 40c. in 60 per cent off list. 


broken lots; Columbia igniter dry cell 


soctatedineatimeninabemamalias experiencing the usual seasonal slowing 


BOLTS AND NUTS.—While the de- | down. 











batteries, 32%c. in standard pack- CORRUGATED ROOFING.—This 7 





C LEVE [ AN D Trade Is About Normal for the Season— 
$ Prices Generally Are Well Maintained 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

28 gage corrugated roofing, 26 in. 
wide, $3.97 for 1% in., and $3.92 for 
2% in., for 10 squares or more. 


GAME TRAPS.—Jobbers’ sales have 
been very satisfactory all season and 


the demand is still good. 


JOBBERS’ Ly gpa eng TO RE- 
TAILERS, F.O.B wa AND: 

Victor traps, No. $1. i0 per doz.; 
No. 1, $1.38 per a No. 14, $2.40 
per doz.; No. 2, $3.36 per doz.; double 
grip, No. 91, $2.44 per doz.; Oneida, 
jump traps, No. 0, $1.59 per doz.; No. 
1, $1.83 per doz.; No. 144, $2.81 per 
doz.; No. 2, $4.39 per doz. 


GLASS BAKING WARE.—Retailers 
are buying quite freely to put their 
stocks in shape for the holiday trade. 


Mountings are also moving well. 


JOBBERS’ ag tag bay TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Casseroles.—Round or oval, 1 qt., 
$1; 1% qt., $1.17; 2 qt., $1.33; square, 
$1.17; casseroles with fancy covers, 
35c. higher. 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 

Bread Pans.—No. 212, 60c.; No. 214, 


$1. 
Utility Dishes.—No. 231, 67c.; No. 
232, $1.17. 

Teapots. —2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


ICE SKATES.—Demand has improved 
materially the last week or two and is 


now fairly good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Union Hardware Co., No. 1624 
men’s screw clamp skates, polished, 
84c. per pair; No. 16241%4, same nickel 
plated, $1.19 per pair; No. 524%, 
screw clamp hockey, $1.27 per pair; 
No. 424144, same nickel plated, $1.60 
per pair; women’s skates, No. 5624, 
$1.12 per pair; No. 5624144, same 
nickel plated, $1.44 per pair. Shoe 
skates, $5.26 per pair. 


NAILS AND WIRE.—Price irregulari- 
ties that prevailed for some time seem 
to ‘have disappeared. Demand is only 


moderate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 

Nails.—Factory shipment, car lots, 
$2.45 to $2.55 per keg; less than car 
lots for factery and stock shipment, 
$2.65 per keg; other products for stock 
shipment, No. 9 galvanized wire, $3.10 
per 100 lb.; No. 9 annealed wire, $2.65 
per 100 Ib.; Dp gy fence staples, 
$3.10 per 100 Ib.; galvanized fence 
staples, $3.35 ya 100 Ib.; coated nails, 
$2.65 per keg. 

Barbed Wire. — Lyman, {-point 
cattle wire, $2.97 per 80-rod spool; 
hog wire, $3.20 per 80-rod spool. 


PAINTS AND VARNISHES.—Linseed 


oil has advanced, but there is little 
change in turpentine. Painters’ sup- 
plies are in good demand for this sea- 
son of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Mixed paints, first quality, $2.90 to 
$3 per gal. for colors and $3.05 to 
$3.10 for white. 

Turpentine in drums, 65c. per gal.; 
in 5-gal. lots, 80c. per gal. 

Linseed oil in drums, $1.20 per 
gal.; in 5-gal. lots, $1.38 per gal. 

White lead in 100 lb. kegs, 14%c. 
per Ib.; in 50 and 25 Ib. kegs, 14\%c. 
per Ilb.; in 12% Ib. kegs, 14%c. per 
lb. 
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Quantity discount, 500 Ib. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. 


POULTRY NETTING AND WIRE 
CLOTH.—Soon after the recent estab- 
lishment of prices for next season con- 
siderable irregularity developed in spots 
and has resulted in a lower range of 
prices, although no formal reduction 
has been announced. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CLEVELAND: 

Poultry netting after weaving, 60 
per cent off list; galvanized before 
weaving, 60 and 10 per cent off list. 
Wire cloth per 100 sq. ft., 12-mesh, 
black, $1.60; 14-mesh, $1.90; galvan- 
ized, 12-mesh, $1.80; 14-mesh, $2.50; 
bronze, 14-mesh, $5.50; 16-mesh, $5.90. 


PREPARED ROOFING.—This is still 
in fair demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 

Popular grades, light, 83c. per roll: 
medium, $1.02 per roll; heavy, $1.19 
per roll; slate surface roofing, $1.99 
per roll. 


RADIO EQUIPMENT.—Tubes are still 
selling well. Receiving sets are not 


very active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 





Tubes, CX No. 112A, $2.50; CX No. 
326, $2; CX No. 327, $3; CX No. .380, 
$3.50; CX No. 371A, $2.50. Dealers’ 
discount from these prices, 35 per 
cent. 


ROLLER SK ATES.—These are in light 
demand. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Union Hardware Co. roller skates, 
Nos. 4 and 5, $1.36 per pair for case 
lots and $1.42 per pair for less than 
case lots. No. 6, $1.45 per pair for 
full case lots, and $1.55 per pair for 
less than case lots. 


ROPE.—Present prices have been re- 
established for next year. There is a 
fair seasonal demand. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Best grade manila rope at 22%c. 
per lb. for factory shipment and 238c. 
per lb. for stock shipment; sisal rope, 
l6c. per lb. for factory shipment and 
161%4c. for shipment from stock. 


SASH WEIGHTS.—These are quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Sash weights, $36 per ton, for mill 
shipment, $34 per ton. 


SHEETS.—The seasonal slowing down 
in orders is noticeable. Prices are un- 
changed. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0:8. CLEVELAND: 

24-gage galvanized sheets, $4.60 per 
100 Ib. 


SCREEN GOODS.—The naming of 
prices for next year has been followed 
by a moderate volume of orders. 


STOVE PIPE AND ELBOWS.—Job- 
bers are getting a good volume of pick- 
up business. 


JOBBERS’ 9 taped he all pad RE- 
TAILERS, F.O.B. CLEVE 

6 in., 20 gage stove tg oe Pinte 
of 25 joints, $3.28 for factory ship- 
ment and $3.55 for stock shipment. 
Same, 26 gage, $3.90 for factory ship- 
ment and $4.25 for stock shipment; 
6 in. corrugated elbows, $1.30 per 
crate for factory shipment and $1.40 
for stock shipment. 


VENTILATORS.—These continue to 
move in fair volume. 


JOBBERS’ ee Lr TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Continental Send frame, cloth 
ventilators, 9 x 37, $2.25; *. ». 
$3.60; 15 x 37, $3.35; 15 x 24, 35: 
mond E or Liberty ventilators, soe 
frame, cloth covered, 8 x 39, $4.50; 
8 x 47, $5.60; 11 x 39, $4.50; 11 x 47, 
$6.40; i6 x 39, $7.60. All metal . 
type, 7% x 33, $3.20; 8 x 33, $4; 
37, $5. 
Continental De-flekt-air, metal 
center ventilators, No. 63, 6 x 33, 
$2.50; No. 87, 8 x 37, $3.00; No. 88, 
8 x 48, $4.70; No. 117, 11 x 37, $4.35. 
Above prices are net per doz. 





TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, MINN., Nov. 26.—Trade in general in the North- 
west tributary to the Twin Cities seems to maintain a very fair 
volume, with winter and holiday merchandise claiming the big share 
of attention. Due to the mild weather until recently, the merchants 
featuring winter merchandise have had rather slow sales, but with 
the coming of colder weather, clothing and winter sports items are 
beginning to claim the center of the stage. 

Before this is in print Thanksgiving Day will be over and the real 
holiday trading season in full swing. Stocks are in readiness for 
this event, and from all appearances, the Northwest will have a 


pretty fair volume of business. 


Prices are firm, the only change 


to report this week being on solder, which has declined slightly. 





AXES.—Demand is growing with the 
approach of winter. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight, unhan- 
dled axes, $15 to $16.50; double bit, 
$20.00 to $21.50; single bit, handled, 
$19.25; double bit, handled, $24.25 
doz. net. 


BOLTS.—Sales are steady, with stocks 
ample. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 


BALE TIES.—Demand is fairly good, 
with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Single loop, 9% x 14, $1.51; 91% x 15, 
$1.36; 9% x 14, $1.53 per bundle. 
BRADS.—Call for brads seems to be di- 
minishing as the building season draws 
to aclose. Prices are firm. 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Wire brads, in 25-lb. box, at 75 per 
cent from lists. 


BUILDING PAPER.—Call for this line 
is fairly good, with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Red rosin sized building paper, 
$2.60, and tarred felt, $2.80 cwt., net. 


CHAIN.—Chain is selling well for some 
purposes. Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Log chain, coppered, 4% x 14, $17.75; 
5/6 x 14, $16.75; 3% x 14, $15.00, log 
chain, self colored, %4 x 14, $16.25; 
5/16 x 14, $15.25; % x 14, $13.50; proof 
coil chain, 4% in., $14.00; 34 in., $11.25; 
% in., $10.50; 5 in., $10.25 cwt., net. 


COAL HODS.—Sales in this line are 
improving, with stocks well filled. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Coal hods, japanned, open, 17-in., 





Colder Weather Has Accelerated Win- 
$ ter Lines. Holiday Trading Is Brisk. 


$3.25; 18-in., $3.85; funnel, 17-in., 
$4.30; 18-in., $4.90; galvanized, open, 
17-in., $4.70; 18-in., $5.10; funnel, 
17-in., $5.80; 18-in., $6. 30 doz. i, anet. 


EAVES TROUGH, CONDUCTO R 
PIPE AND ELBOWS.—Demand is 
slowing down for this line, with prices 
showing no changes. 
JOBBERS’ BUOCTA TIONS. TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Eaves trough, 5-in., slip joint, sin- 
gle head, galvanized, in crates, $5.2 ; 
6-in., $6.40; conductor pipe, 3-in., in 
crates, not nested, $4.90; 4-in., $6.85 
per hundred feet; conductor elbows, 
3-in., $1.73; 4-in., $2.88 doz., net. 


FIELD FENCE.—Call for fence is de- 
creasing for this year. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Field fence, 9 ga., top and bottom, 
11 ga., intermediate, 26 in. high, 
$36.69 per 100 rods net, with other 
heights in proportion. 


FILES.—Call for files still is good, 
with prices showing no changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B..- TWIN CITIES; 
Nicholson files, 50 per cent, and 
jobbers’ brands, 60-10 per cent from 
list. 


GALVANIZED WARE.—Tubs and bas- 
kets for use in carrying ashes are sell- 
ing well. Stocks are well filled, and 
prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16- -at., $4. 710; 18-at., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00: No. 3, $9.35; he eavy, No. 
_ ad No. 2, $14.40; No. 3, $15.60 doz. 
net 


GLASS AND PUTTY.—Demand con- 
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- tinues very good, and stocks are being 
kept carefully filled. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. TWIN CITIES: 


Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


NAILS.—Deliveries are tapering off for 
the year, with stocks graded according- 
ly. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails, $3.00 per 100-Ib. 
keg, base. 


REGISTERS.—Demand is steady, with 


prices showing no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


SANDPAPER.—Call for sandpaper con- 
tinues fair, with stocks ample. Prices 
have not changed. 


JOBBERS’* QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS.—De- 
mand is grading down with the end of 
the building season. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. TWIN CITIES: 

Sash cord, best grade, 65c. Ib. base; 
second grade, 38c. 1lb.; third grade, 


place for the sales which have been 
Prices are firm 


awaited for some time. 
as quoted. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Ice skates, Nestor Johnson North 
Star, aluminum, $6.75; nickel plated, 
$5.75; Union, No. 590 and 590L, $5.25; 
No. 595 and 595L, $5.25; No. 550, $6.00 
pair, net. 

No. 5 Union roller skates, $1.45; 
No. 6, $1.65; No. 4, $1.45; No. 130, 
$1.80; No. 130L, $2.00. 

Winchester Boys’, No. W1B, $1.30; 
Girls’, No. W1G, $1.40. 


Chieftain, $1. 45 pair, net. 


SNOW SHOVELS.—Call for this line is 


increasing, and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Snow shovels, steel blade, straight 
handle, $4.15; handle, $4.65; gal- 
vanized steel blade, D handle, 15% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. 


SOLDER.—Deliveries show a fair vol- 


ume, with prices slightly lower. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Warranted half and half solder, 


28c. lb., and strictly half and half 
solder, 29c. Ib., in 100-Ib. boxes, net. 


STEEL SHEETS.—Deliveries are fairly 


good, with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets, 24-ga. 
(base), $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire handle, 
$1.15 doz., net. 


TIN.—Call for sheet tin is fair, with 
prices unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating, IC, $14.75 box, net. 


WINDOW VENTILATORS.—Demand 
is steadily increasing, with stocks well 
filled. Prices have not changed. 


WIRE.—Demand is 
the coming of colder weather. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Window ventilators: Continental, 
No. 837, $2.80; No. : 3.4 No. 
1145, $4.40; No. 1437, $5. 00; De- ‘Flekt- 
Air, No. 63, $2.50; No. 87, $3.00; No. 
88, $4.70; No. 117, a, 35; Diamond E, 

I $4.40; No + ee 


$8.40 doz., net. «2, 
$1.75; No. 3, .00; 4. ‘$2.50; No. 
5A, $3.00; No. 6A, $4. 00; No. 6B, 
$5.50; No. 6C, $5.00 each list, with 


dealers’ discount of 334% per cent. 


decreasing with 
Prices 


show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Galvanized barbed cattle wire, $2.97 
per 80-rod spool; galvanized barbed 


hog wire, $3.18 per 80-rod spool; No 

9 (base), smooth, galvanized wire, 
$3.45 cwt., and No. 9, smooth, black 
wire, $3.00. 





STEEL TRAPS.—Sales are slowly in- 
creasing, with stocks ready for the 
usual winter season. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


27c. lb., base, net, and cast iron sash 

weights, $1. 95 ewt., net. 
SCREWS.—Call for this line remains 
steady, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


WRENCHES.—Demand is fairly good, 
with stocks ample. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Wood screws, flat head bright, 50 Victor steel traps, = 0, $1.10; No 3 
per cent; flat head japanned, 35 per 1, $1.38; No. 1%, $2.44; No. 2, $3.36; Agricultural wrenches, 60-10 per 
cent; round head blued, 40 per cent; Oneida jump traps, No. 0, $1.59; No. — key model te ogg 7 pod 
4 ri 1, $1.88; No. 11 2.81 doz., net. cent; engineer wrench D > 
Read beasn, S0% pat cont tem tate. sale soi cent, and Trimo pipe wrenches, 65 


Bemis & Call 
12 in., 


head brass, 32% per cent from lists. 
SIDEWALK CLEANERS.—Sales are 
beginning to increase, with stocks well 
filled. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Sidewalk cleaners, True Temper, 
7 x 5-in. blade, $7.20; Rough and 
Ready, same size, $5.35 per doz., net. 


SKATES.—Demand is growing for ice 
skates, and dealers have their stocks in 


per cent from list. 
long sleeve nut, 10 in., $1.70; 
$2.60; 15 in., $2.75 each, net 

Snap-on Wrenches. ‘_ Radio ont 


STOVE BOARDS, PIPE, ELBOWS 
AND DAMPERS.—Sales of these items 
are on the increase, with stocks well electric set, in metal cases, $ 
‘ rices have not ch kb No. 101, Master Service Sets, $13.75; 
filled. Price anged No. 202, Heavy Duty Sets, $3.80; No. 
JOBBERS’ QUOTATIONS TO RE- 404 Flexible Socket Set, $8; No. 608, 
TAILERS, F.O.B. TWIN CITIES: Crankcase Drain Plug Sockets. $3.20; 
Crystallized stove boards, 28 x 28, No. 90, Square Socket Set, 70; No. 


$16.65; 30 x 30, $19.35; 36 x 36, $27.00 1917, Giant Snap-on with extra heavy 
doz., net. duty ratchet. $27.35 list, less 33% per 


Stove pipe, cent discount. 
knocked down, 6-in., Crescent, 6 in., $5.64; 8 in., $6.96; 
lengths; elbows, 6-in., and 10 in., $8.64 doz., net. 


uniform blued, 28-ga., 
$12.00 per 100 
common iron, 











Retail Hardware Stores Report Business Facts 


with sales of from $25,000 to $40,000; 294 with sales of 
from $40,000 to $60,000; 261 with sales of from $60,000 to 
$100,000, and 202 with sales of over $100,000. 

Total earnings on sales for that year averaged 3.67 per 
cent; operating profit was 2.22 per cent; cash discounts and 
other earnings 1.45 per cent; and profit on investments, 
which included all earnings of the business, was 7.96 per 
cent. There were 437 stores which reported in each of 
the last five years. Of these stores, the 1928 profit on invest- 
ments amounted to 7.68 per cent, while in 1927 it was 7.38 
per cent; in 1926, 7.89 per cent; in 1925, 9.55 per cent, and 
in 1924, 9.38 per cent. —Trends and Indications. 


Of 1267 retail hardware stores reporting 1928 business 
facts to the National Retail Hardware Association, 820 
showed a profit and 447 a loss for the year. Two hundred 
and eighty-three stores were located in towns of less than 
1000 population and, of this number, 191 showed a profit 
and 92 a loss. In towns of from 1000 to 3500, there were 
364 stores reporting, of which number 235 showed a profit 
and 129 a loss; in towns of 3500 to 10,000, 165 stores showed 
a profit and 71 a loss; in towns of from 10,000 to 50,000, 
130 showed a profit and 89 a loss; and in towns of over 
50,000, 99 showe da profit and 66 a loss. Altogether there 
were 223 stores reporting sales of less than $25,000; 287 
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COMING HARDWARE CONVENTIONS 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
CoNnvENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 1930. 
Charles F. Rockwell, secretary-treasurer, 342 Madison Ave- 
nue, New York City. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Marion Hotel, Little Rock, May, 1930. Exact date to be de- 
cided later. L. P. Biggs, secretary, 815 Southern Trust 
Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION, San Francisco, Feb. 18, 19, 20, 1930. Headquarters, 
Hotel Whitcomb. LeRoy Smith, secretary, 112 Market 
Street, San Francisco. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur R. Craig, 
secretary-treasurer 804-6 Commercial Bank Building, Char- 
lotte, N. C. ‘ 

IpAHO RETAIL HARDWARE AND IMPLEMENT DEALERS’ As- 
SOCIATION CONVENTION, Pocatello, Jan. 28, 29, 30, 1930. 
E. E, Lucas, secretary, Hutton Building, Spokane, Wash. 

ILLiInoIs RetaiL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Hotel Sherman, Chicago, Feb. 11, 12, 13, 
1930. Paul M. Mulliken, managing director, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Manufacturers Building, Indiana State Fair Grounds, In- 
dianapolis, Jan. 28, 29, 30, 31, 1930. G. F. Sheely, secretary, 
911-913 Meyer Kiser Bank Building, Indianapolis. 

Iowa Retart HARDWARE ASSOCIATION CONVENTION AND 
Exuisition, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 11, 12, 13, 14, 1930. A. R. Sale, secretary, 
Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
ConvenTION, Brown Hotel, Louisville, Jan. 14, 15, 16, 17, 
1930. J. M. Stone, secretary, 200 Republic Building, Louis- 
ville. 

MicHiGANn Retait HArpWARE ASSOCIATION CONVENTION 
AND Exuisition, Grand Rapids, Feb. 18, 19, 20, 21, 1930. 
Headquarters, Hotel Pantlind. Exhibition will be held at 
the Klingman Exhibition Building. A. J. Scott, secretary, 
Marine City. 

MINNESOTA RetTaiL HARDWARE ASSOCIATION CONVEN- 
TION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles H. 
Casey, manager, 2344 Nicollet Avenue, Minneapolis. 

MIssIssippI RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, White House, Biloxi, June 16, 17, 18, 
1930. Guy Nason, secretary, Starkville. 

Missourt RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, New Hotel Jefferson, St. Louis, Jan. 28, 
29, 30, 1930. F. X. Becherer, secretary, 5106 North Broad- 
way, St. Louis. 

MonTANA IMPLEMENT AND HARDWARE ASSOCIATION CoN- 
VENTION AND EXHIBITION, Billings, Feb. 3, 4, 5, 1930. H. A. 
Caraway, manager of exhibits, Billings. A. C. Talmage, sec- 
retary, Bozeman. 

MounTAIN STATES HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Jan. 21, 22, 23, 1930. Place to be decided 
later. W. W. McAllister, secretary, Boulder, Colo. 

NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, St. 
Louis, Mo., June, 1930. Herbert P. Sheets, Managing Di- 
rector, 130 E. Washington Street, Indianapolis, Ind. 

THIRD ANNUAL NATIONAL House FURNISHING EXHIBIT, 
Chicago, Ill, Jan. 19 to 29, 1930. Headquarters Palmer 
House. Warren Edwards, secretary, 105 West Adams 
Street, Chicago, III. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Omaha, Feb. 4, 5, 6, 1930. Headquarters, New Paxton Hotel. 
Exhibition at Municipal Auditorium. George H. Dietz, sec., 
414-19 Little Building, Lincoln. 


TERCENTENARY CONVENTION AND EXHIBIT OF THE NEW 
ENGLAND HarpwArReE DeEaLers AssocIaTION, Mechanics 
Building, Boston, Mass., Feb. 20, 21, 22, 1930. Head- 
quarters, Hotel Statler. George A. Fiel, secretary, 80 Fed- 
eral Street, Boston 9, Mass. 

New York State Retait HARDWARE ASSOCIATION CON- 
VENTION, Rochester, Feb. 4, 5, 6, 7, 1930. Convention 
sessions and exhibition will be at Edgerton Park, Head- 
quarters, Seneca Hotel. John B. Foley, secretary, 510 Hills 
Building, Syracuse. 

NortH Dakota Retratt HARDWARE ASSOCIATION CoN- 
VENTION AND EXHIBITION, Fargo, Feb. 11, 12, 13, 1930. 
Exhibit will be held at the City Auditorium. Charles N. 
Barnes, secretary, Grand Forks. 

Oxn10 HARDWARE ASSOCIATION CONVENTION AND ExHIBI- 
tT10oN, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930. James B. 
Carson, secretary, 315 Mutual Home Building, Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Oklahoma City, Jan. 28, 29, 30, 1930. Chas. L. 
Unger, secretary, 207-208 Bloomfield Bldg., Oklahoma City. 

OreGon RetatL HARDWARE AND IMPLEMENT DEALERS, 
AssocIaATION CONVENTION, Portland, Feb. 11, 12, 13, 1930. 
FE. E. Lucas, secretary, Hutton Building, Spokane, Wash. 

PactFIc NorTHWESTtT HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 5, 6, 7, 1930. 
E. E. Lucas, secretary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE AS- 
SOCIATION, INc., CONVENTION AND ExHIsITIon, Atlantic 
City Auditorium, Atlantic City, N. J., Feb. 11, 12, 13, 14, 
1930. Sharon E, Jones, secretary, 610 Wesley Building, 
Philadelphia. 

South Daxkota Retatt HARDWARE ASSOCIATION COoN- 
VENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles H. Casey, 
manager, 2344 Nicolett Avenue, Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CONVENTION, February, 1930, exact date and place to be 
announced later. H. L. Boyd, secretary, Spring Arcade 
Building, 541 South Spring Street, Los Angeles. 

SouTHERN HarpwareE Joppers’ ASSOCIATION AND AMERI- 
cAN HarpwWARE MANUFACTURERS ASSOCIATION JoINT CON- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 1930. Sidney 
St. J. Eshleman, secretary, Hibernia Bank Building, New 
Orleans, La. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, comprising the state associations 
of Alabama, Florida, Georgia and Tennessee, Atlanta, Ga., 
May 13, 14, 15, 1930. Walter Harlan, secretary, 701 Grand 
Theatre Building, Atlanta. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION AND Exureition, Houston, Jan. 21, 22, 23, 1930. 
Dan Scoates, secretary, College Station. 

VirGINIA Retatt HARDWARE ASSOCIATION CONYENTION, 
Richmond, Feb. 13, 14, 1930. Thos. B. Howell, secretary, 
Richmond. 

West VirRGINIA HarpwARE ASSOCIATION CONVENTION 
AND Exutsition, Huntington, W. Va., Jan. 21, 22, 23, 1930. 
James B. Carson, secretary, 315 Mutual Home Building, 
Dayton, Ohio. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION, Kansas City, Mo., Jan. 21, 22, 23, 1930. 
H. J. Hodge, secretary, Abilene, Kan. Western Hardware 
Show in connection; L. W. Shouse, Kansas City, Mo., in 
charge. 

WIscoNnsIN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Auditorium, Milwaukee, Feb. 4, 5, 6, 7, 
1930. B. Christianson, secretary, Stevens Point. G. W. 
Kornely, exhibit manager, 1476 Green Bay Avenue, Mil- 
waukee, 
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=<<ESS3THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS. 










Remington Repeating Air Rifle 
—Retail Price $7.50 






Remington Model 12 
-22 Caliber Rifle. Re- 
tail Price $19.85. 


Fast selling Remingtons 
for the holiday season 


f/f Remington 

fd f Household Knife 
—KA4705 (stain- 
Remingto less) Retail Price 75c¢ 
n 

Shears — D174 
Length 7% inches. 
Retail Price $1.65. 


| Sage year Remington gives you a wider variety L 
of items to sell for Christmas gifts. This year ; 
you have a new line of Remington scissors to add to 

the popular Remington shears. Also there are beau- 

tiful new household knives with bakelite and walnut 

handles and Remington Kleanblade (stainless) steel 

blades. These are packed in attractive boxes, singly 

and in assortments. 


Remington pocket knives are the most popular Christmas 
gifts a hardware store can carry. They include the Official 
Scout Knife which is the largest selling knife in America. 
Knives with handles of gold and pearl. . . . Knives especially 
designed for farmers, sportsmen, carpenters and mechanics. 
- « « Knives bearing the Remington trade mark that are ac- 
cepted without question. 





Remington Remington Nitro Ex- 









Pearl-handle 

Pocket Knife 

R6454. Retail 
Price $6.00 





Remington Klean- 
bore Cartridges are 
accurate and sure. 
They prevent rust, 
corrosion, pitting 
and leading. 


Feature Remington .22 calibre rifles for the boys, small game 
hunters, trappers and for use on the farm in destroying pests. 
No big game hunter can pass a display of Remington high- 
power rifles without feeling a tug on his pocketbook. Rem- 
ington Autoloading and Repeating shot guns will tempt every 
man and boy who knows the lure of whirring wings. 


A Remington Christmas will be a profitable Christmas for you. 
If your stock needs filling in, your jobber can supply you 
quickly. 







Good Housekeeping 
Sa --i 
Sousexeerinc WZ 


Remington Kleanblade (Stainless Steel) 
Household Knives are approved by 
Good H h i Insti 





Pems 


Remington Model 29 Repeating 
Shot Gun—Standard Grade. 
Retail Price $49.30 


REMINGTON ARMS COMPANY, 


25 Broadway, New York City 


The Originators of Kleanbore Ammunition 


President 





press Shells will out- 
shoot, shell for shell, 
any other make of 
long range loads. 





Remington Knife 
R3843. Retail 
Price $4.00. 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Only a few minutes are needed to sharpen a skate blade, 
says O. M. Bush, who does this work in the Wagner 
hardware store at 1502 E. 57th St., Chicago, IIl. 


HARPENING of ice skates brings retail hardware 

dealers an increasing number of customers, particu- 

larly from the younger element of the community. 
The sharpening of skates during the skating season is in 
itself profitable. It takes little time and frequently leads 
to the sale of skates and other sporting goods. 

B. Wagner, who with his brother, F. Wagner, operate 
two hardware stores in Chicago, IIll., profited handsomely 
last winter from a skate sharpening business. The stores 
are at 1502 East Fifty-seventh Street and 1444 E. Fifty- 
fifth Street, Chicago. 

In commenting on his sharpening business, B. Wagner 
said—‘When you sharpen five hundred pair of skates 
at fifty cents a pair—you have $250 at the end of the 
skating season. This is about what we earned last winter.” 

Mr. Wagner owns a sharpening machine of a well known 
make. It has an auxiliary tool which aids in securing a 
true edge for the blade. A buffer insures a smooth, clean 
finish. 

Continuing his previous line of thought; Mr. Wagner ex- 
plained that the sharpening service brought to his store an 
increasing number of boys and girls, young men and 
women. “We are near Chicago University,” he said, “and 
the students let us sharpen their skates. We have sharpened 
as many as thirty pairs of skates in one day. This work 
is done by O. M. Bush who is located at the Fifty-seventh 
Street store. He does all kinds of repair work, such as re- 
pairing locks, door checks and electric motors. His skill 
has caused to be built up for our store, an excellent reputa- 
tion for repair work. This good-will aided us in starting 
the sharpening work.” 

Another Chicago dealer reports optimistically on the 
skate sharpening business in the “Windy City.” Earl 
Sherman, whose store is well known on Halsted Street, 
bought his skate sharpening machine during the first few 
weeks of January, 1929. Nevertheless, he sharpened about 
one hundred and fifty pairs of ice skates before the skating 
season came to an end. At seventy-five cents a pair, Mr. 


ood Profits 
from Skate 





rinding 


Sherman felt well repaid for his entry into the sharpening 
business. 

“It takes only ten minutes to sharpen a pair of skates,” 
he said recently. Our sharpening service attracts a great 
number of young people to the door. It also helps us to sell 
skates. Last year we sold about a hundred pair of ice 
skates, most of them with shoes, and we received more than 
six dollars per pair!” 

Mr. Sherman displays a sign during the winter months, 
announcing that he sharpens skates. He also advertises in 
the neighborhood paper. Both mediums bring in people 
whose skates need a true edge. 

“The time is coming,” says Mr. Sherman, “when every 
live hardware dealer will take on services. I am so con- 
vinced that such services as skate sharpening pay well, that 
I am considering buying a saw sharpening and setting 
machine. No hardware dealer, located in a community 
where there is ice skating, should overlook the opportunity 
provided by the frozen lake, rink or pond. 

“The investment for a machine is not prohibitive, in fact, 
I believe I had enough business to pay for my machine 
two weeks after I started sharpening skates.’’ Skate sharpen- 
ing might be compared to key making—it takes little time 
and pays big profits. No unusual skill is required to 
properly sharpen a pair of ice skates. 

All of the sharpening machines on.the market have been 
designed for quick and efficient use. They do not use very 
much current and take up little space. The charge of fifty 
or seventy-five cents is rarely protested as all skaters realize 
that their skates are useless without a good edge and they 
willingly pay a nominal sum to have their skates put back 
into efficient and usable condition. 

When skating season wanes, dealers who own a power 
sharpener do not store it away until the next winter. No, 
indeed, they continue to reap profits from their investment. 

Many skate grinders have been so constructed that they 
can be used for polishing and buffing, dull or shop-worn 
nickel or silver plated ware. Extra wheels, both grinding 
and polishing are easy to secure as are wire brushes, canvas, 
and felt polishing wheels. 

The grinder can have a year-round use. In addition to 
improving the appearance of the merchandise in stock, it 
can be used to further services similar to skate sharpening. 

As Mr. Wagner has stated, the good-will created by re- 
pairing services helped greatly to put the skate sharpening 
business on its feet. While in some respects a skate 
sharpener is essentially a “shop” item, it can on occasion 
be used in the store or even in a window, for demonstration 
and interest-arousing purposes. 
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Inexpensive -- convenient 
always dependable 


R-W Door Dogs keep your garage doors from blow- 


List Price ing or swinging shut in the stormiest weather. No 


75c per pair 


more sprung hinges, broken doors, bent fenders. 


Door Dogs grip instantly on any surface. They 


are tenacious as a bull pup—and as friendly. 


Door Dogs operate with your foot. Neat, smooth 
finish will not mar even a satin slipper. Nothing 
to catch in the clothing. Rust-proof! Attached in 


a jiffy with two simple screws. Sold everywhere. 


ichards Wilcox Mf (0. 


AHanger for any Door that Slides. 


“Quality leaves New York . . . - AURORA, ILLINOIS, U.S.A. . .. . Chicago 
ais imprint Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Atlanta Los Angeles San Francisco Omaha _ Seattle Detroit 

Montreal - RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 
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POULTRY NETTING 


Galvanized Before and Galvanized c4fter An hl 


Light 
and 
Dark 
Finish 


» REGULAR 
GRADE (12 
‘.60Ct«X13”~—=somesh) 
imgim) and 14, 16, 
me 618, 20, 24 
, «and 30 mesh, 


i=) Mesh only). 


GaLvanizeD ocd Wana CLotTH 


cAl Grades 


Gee )],00k: for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 
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ESTABLISHED 1845 





THE WORLD IS HELD TOGETHER WITH BOLTS, NUTS AND RIVETS 


This is the age of building! Of great cities 
with their towering buildings, growing from 
thousands to millions in a few decades! Of 
vast industrial communities of factories and 
dwellings springing up almost overnight! 


And binding this vast fabric to- 
gether, woven into its very vitals, are 





ROCK FALLS, ILL. 


millions on millions of bolts, nuts and rivets. 


For eighty-four years the firm of Russell, 
Burdsall & Ward have been supplying these 
essential bits of metal that industry, the 
material sub-structure of our civilization, 
might go on. 


The ideals on which this business was 


ES OFFICES AT PH 
FRANCISCO, LOS 


This advertisement is one of a series appearing every month in THE SATURDAY EVENING POST 


founded in 1845, the conviction that high 
quality, prompt service and absolute square 
dealing were the sum total-of business, 
have had their justification in the fact 
that so large a proportion of the world’s 
consumption of bolts, nuts and rivets are 
branded EMPIRE. 


RUSSELL, BURDSALL & WARD BOLT & NUT COMPANY 
PORT CHESTER, N. Y. 











CORAOPOLIS, PA. 


CAGO, DETROIT 
TLE, PORTLAND 
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New Trends in Distribution 


(Continued from page 57) 


came to an end was because no one ever knew the rules. 
Every player set up his own rules, and as a result the 
game usually broke up in a row. 

Business today in this country reminds me of some of 
these games of mahjong. I have seen this game. played 
by my own family, by my own children. There were 
no rules, and soon the game was discontinued and a 
heated argument was held as to the correctness of this 
rule or that. 

The Federal Trade Commission and the Department 
of Justice as they are functioning at present seem to 
see this situation clearly. The Federal Trade Commission 
is working on the problems of each industry. They are 
helping to lay down the rules upon which the game can 
be played. They are trying to eliminate unfair practices. 
They are opposed to secret rebates and special advan- 
tages. A number of industries have already visited 
Washington and have worked with the Federal Trade 
Commission in laying down the rules for their indus- 
tries. 

I happen to know of some of these industries that 
have taken this course, and there have been some very 
surprising results. One thing has been the opening up 
of more information about industries as a whole. In 
one case, for instance, it was supposed by the manufac- 
turers of a certain line of goods that the annual sales 
in this country amounted to about $10,000,000. Believ- 
ing this to be a fact, each manufacturer was dissatisfied 
with his share of the business. He was driving his 
salesmen for greater volume. He was suspicious of his 
competitors’ prices. The result was an utterly demor- 
alized business. When the facts were gathered in regard 
to this industry, it was discovered that instead of $10,- 
000,000 the total volume of the business was only 
$3,000,000, and when each manufacturer compared his 
volume with the total amount he appreciated the fact 
that he was getting a fair share. 

Now, in conclusion, just a word about the modern 
merchant as compared with the old-time individualistic 
merchant. The modern merchant realizing, first of all, 
how outside influences are sure to affect his business, 
must be a very broad student of such influences. If, for 
instance, he had been in the harness business when the 
automobile came in, the chances are he would have 
tapered off in his manufacture of harness and developed 
something in the line of automobile supplies in his fac- 
tory. He would not have stuck to the harness business 
until this business was down and out. 


This modern merchant not only must study all the 
factors surrounding his own business, but he also must 
seek just as much information as possible as to the 
general conditions inside of his industry. Instead of 
being the individualistic merchant of the old days, he 
must believe in the new spirit of cooperation. Now, | 
do not mean that he must believe in cooperation simply 
from an altruistic point of view, but he must fully 
realize that the welfare and success of his own business 
depends not only upon what his house does but upon 
the things the other houses are doing. If there are bad 
practices in any industry, these practices are sure to 
react upon all the industry. One bad apple will soon 
spoil the whole barrel. 

This modern merchant must be willing to make sac- 
rifices for the common good, and this is especially true 
of those executives who are at the head of the largest 
and strongest institutions. In other words, business to- 
day cannot be conducted as it was twenty-five or forty 
years ago. Business, to be successful and profitable, 
must be done as a science, and, of course, we all know 
the basis of all science is reaching the truth by establish- 
ing and recognizing facts. There is no place for ignorant, 
prejudiced men in modern merchandising. There is no 
place for men whose judgment is warped by their hatreds. 

In my opinion, the weakness of much association work 
is in the fact that the scope of these associations is too 
large. There are so many varied interests that these 
interests cannot be harmonized. These large associations 
may be of value just in a general way, but it is my 
opinion that the best work can be done in the trade by 
smaller associations of merchants covering strictly their 
own line of business, or parts of their business, such 
small associations not attempting to do anything illegal 
in the way of price fixing, but to meet for the purpose 
of studying and trying to improve the practices in their 
trade. Not only that, but to try to lay down rules to 
govern the competition in the trade, 

I believe the time is coming when a member of any 
industry who attempts to take an unfair advantage, to 
play the game without following the fair rules of the 
game, will have just as much social standing as the 
member of a high-grade club who would be caught 
cheating at a game of cards. The time is coming, and 
must come, when merchants who will not play the game 
straight will be ostracized and without standing among 
all fair-minded merchants in the fraternity of their 
trade. 

















Survey Indicates Consumers Prefer Cash And Carry Stores 


The investigation recently conducted by 
the Federal Trade Commission on resale 
price maintenance brought out some in- 
teresting facts on consumer preferences 
for cash-and-carry, as against credit and 
delivery stores. Of the 1990 consumers 
replying, 8.6 per cent did not specify which 
type of store they considered more de- 
sirable; 55.5 per cent voted for the cash- 
and-carry store; 18.4 per cent for the 





credit and delivery store, and 17.6 per cent 
voted for both in order to have the dis- 
tribution field fully covered. 

It is worth noting that the majority 
of farmers reporting favored the cash- 
and-carry store, and it is because of this 
decided preference on the part of this 
group that the above percentages worked 
out as they did. Excluding the farmers, 
the remaining 755 consumers were divided 





as follows: Cash-and-carry, 37.4 per cent; 
service retailer, 25.3 per cent; favoring 
both as conditions warrant, 26.6 per cent; 
and indefinite or no answer, 10.7 per cent. 
Cash-and-carry stores were reported most 
often because of the lower prices, while 
the credit extension and delivery of the 
service retailers were the reasons most 
frequently given for their preference.— 
Trends and Indications. 
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¢, WARREN | 
onomieal 


Ce 


A completely Warrenized store in 
the Southwest. This dealer writes: 
“Sales were increased 22%2% and the 
pleasure _of doing business in a well 
ordered store is a constant source of 
satisfaction to Owner, Clerks and Cus- 
tomers.” 





This Is Your Store 
IF YOU SAY SO! 


Every hardware dealer has at some time laid 
eyes of envy on a keen, clean looking store like 
this. It is not simply a dream of pride, but a 
The effectiveness of any 
store lies directly in its sales and profits. Under 
today’s conditions it is proved by countless ex- 
amples that better quarters bring more dollars. 


vision of progress. 


If dressing up the store with new fixtures were 
the only immediate advantage there would still 
be reason for you to plan such a move. But 
Warren “Economical” Fixtures are also designed 
on selling principles to help persuade prospects 
toward purchases. They display; they push for- 
ward appealing merchandise; they tempt. You 
can begin today to build a store like this. First 
a practical analysis and a plan." Next, perhaps, 
some Warren Display Tables of appropriate type. 
Then, other units, step by step. 


SECTIONAL Fixtures. 
Send the coupon 






| 


Learn the possibilities of gradu- 
ally modernizing with Warren 


J. D. WARREN MFG..CO. 
208 W. Washington St. 
Chicago, Ill. 


SECTIONAL DISPLAY FIXTURES 


sae TEAR OFF ON THIS LIN 


J. D. WARREN MFG. CO. 
208 W. Washington St., Chicago, Ill. 
We want to know more about Warren Fixtures. Please send us: 


() The Warren Fixture Catalog 
0) The Warren Display Table 
Folder 


O Nail Bin Counter Folder 


ive Store Arrangement 


[Information Sheet for Suggest- 
RIE 5 sac'a wins y ba caacdiuus ec aleneie a bara O Srkisw pia emo ae 
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Air BoundorWater 
Logged Tanks 
Eliminated 





To some, a lifetime of experience means success. 
To others, a lifetime of experience means failure. 
To Myers, a lifetime of experience means a life- 
time of satisfactory water service for those who 
depend on Myers Water Systems for their daily 
water supply. 










First of all, a water system is a permanent im- 
provement for the home or farm. It must serve 
for years. Called into action many times each 
day, its performance may be a source of satisfac- 
tion or one of continuous complaint. It can be 
seen at a glance that Myers Water Systems are 
styled and built by experts of long experience to 
give the utmost in service. Design, construction, 
materials, improvements—all reflect a measure of 
high quality that assures lasting satisfaction for 
both the dealer and his customers. 
































This is the reason-so many dealers find it 
to be so advantageous to place their exclusive 
efforts behind Myers Water Systems. With 
styles and sizes for any requirement up to 
ten thousand gallons of water per hour, a 
wider and more profitable market unfolds 
itself than it is possible to serve with 
smaller lines—which naturaily brings 
more business and profits. 


Write or wire. 


ae TFE.MYERS & BRO. , 
< FIG.2354 


WW wyens % 


“WATER SYSTEMS -HAY 














PUMPS FOR EVERY PURPOSE -WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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Strong, Durable Clamps 


These Malleable Iron Clamps are 
built exceedingly rugged with extra 
strong frames. They grip and hold 
and Jast because the materials used 
are the quality kind. 





A quarter turn of the bolt to the 
Left in the Adjustable Clamp moves 
the bolt its full length in or out. 
Turning the bolt to the Right op- 
erates it the same as any other screw. 


H. P. Also Spring Bottom Oilers equally 
Screw dependable. 


Send for Trade-prices. 


Malleable Iron, Vanadium Iron and Low 
Carbon Steel Castings to order. 


MALLEABLE IRON 
FITTINGS CO. 


Branford, Conn. 


ae 


Builder’s Clamp 





Adjustable 











For the Holidays 


Never-Stain 


Gift Sets in Great Variety 
To Appeal to Any Taste and Purse 








NOT Zh! The TUCKER’ WAY 


TO OPEN TO CLOSE 
With the Foot! 


ZIP!—and the TUCKER’WAY (all wood folding 
chair) is unfolded. ZIP!—and it’s folded. No puzzle 
to work—no fingers to mash. : 

These chairs are also easy to stack—like a plate of 
pancakes. And they are EASE-y to sit in—large, roomy 
seat and comfortable back. A relief for fat folks and 
heavyweights. And strong—like an ox—they wont 
rattle, won’t warp, can’t rust, and are as tough as a yegg 
—you can knock ’em about!! 





These chairs are made in regular and juvenile sizes 
in natural finish. Also in a variety of vivid colors— 
orange, Jade green, Chinese Red, French Blue, and black 
or walnut on special orders. Sold singly or in sections. 
With all these* points you can certainly sell the 
TUCKER’WAY, and certainly make a good profit! 


Send for sample and give it the works. 
It may be returned or kept as part of 
order. (No free samples.) 

Order from nearest Representative—or 


direct (we have Warehouses in principal 
cities). 












No. X104 Natural Stag Handle 
Stainless Steel Blade 


No. X413 Genuine Horn Handle 
Stainless Steel Blade 


Order Thru Your Jobber 


FRANKLINVILLE, NEW YORK 











The Ontario Knife Company 








New York City. War- 
wick Thompson Com- 
ade 600 West 34th 


Philadelphia, Pa. 
B. L. Roach & Co., 
216 Chestnut St. 

Atlanta, Ga.  South- 
— Boers Ware- 
jouses, 1 @i 

St. W. as 


Chicago, Ill. Empire 
Warehouses, Ine., 
40th St. and Calu- 
met Ave. 

Minneapolis, Minn. 
Northwestern Termi- 
nal Co., 340 Stin- 
son Blvd. 

Kansas City, Mo. 
H. H. Smith Storage 
Co., 1214 W. 9th 


“ TUCKER 


Duck & Rubber Co. 


Fort Smith, 
Arkansas 


























Dallas, Texas. Nich- 
ols-Gillette Transfer 
& Storage Co., Hord 
& Carter Sts. 
Houston, Texas. Uni- 
versal Terminal 
Warehouse Company. 
New Orleans, La. 
Dietrich & Wiltz, 
Ine., 400 

Peters St. 

Oklahoma City, Okla. 
0.K. Transfer Stor- 
age Company. 
Seattle, Wash. Tay- 
lor - Edwards Com - 
pany. 

San Francisco, Cal. 
Alden E. Glaze 
& Company. 
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Sharpen Skates! 


Pays for itself in couple of weeks— 
brings young people to store. 


We make a first-class Skate 
Sharpener—proven and serv- 
iceable—motor or belt-driven, 
priced $14 to $45—just the 
thing to bring the boys in—- 
help sell more skates and sell 
more Xmas_ merchandise. 
After skate season is over—- 


LUTHER you can use this grinder for 
other purposes. 
Skate 
Sharpener Write for circular and prices— 


Manufacturers of 


Grinders — Vises — 


LUTHER GRINDER CO. 
Grinding Wheels— 


299 So. Water St. 
Chain Drills— 
ions. = — Milwaukee, Wis. 







Belt or Motor 
driven, $14 to 
$45, dependent 
on motor. 











Washers of every type and 
kind, also Stampings 


We have specialized in 
Wrought and Steel Plate 
Washers for over 40 years. 
We roll the plate expressly 
for the purpose at our 
works. Send for Complete 
Catalog. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 
The World’s Largest Producer of Washers ® 














DIAMOND“E” 4 
















All-Metal Frame 
CLOTH WINDOW VENTILATOR 
The “DIAMOND E” trademark on the 
CLOTH and METAL FRAME of a window 
ventilator is your assurance of a high per- 
centage of satisfied customers. 


11 popular sizes. 
Retail at 45c 











Ordinary Jed 


(Continued from page 51) 


“T suppose you are ready now to make up that order 
and grab that 15 per cent? It will be just like finding 
$150.” 

“No,” said Jed, “it’s all off. I’m going to forget that 
$150 and pick up several hundred.” ‘“What’s the mat- 
ter?” queried the salesman, “got a better price?” “Nope,” 
said Jed, “just got better sense, thanks to Bill here.” 
There was some argument but of no avail, and the inci- 


| dent was closed. 


That night as he started to close the door, Jed called 
to his chief clerk, “That was good work, Bill. Guess 
I’m getting old, or I’d have seen it sooner. We'll line 
that stock up tomorrow, and you can buy that bunch of 
toys you’ve been raving about. Yes and—well, there'll 
be an extra five in the pay envelope Saturday.” 

Jed is no longer an ordinary retailer—his profits are 
no longer shrinking. Meanwhile rumor has it that the 
firm name will soon be Hawkins & Benson. 


Review Shows Radio Industry in 
Healthy Condition 


The total sales of radio sets in the year ending July 
1, 1929, was close to $650,000,000, declares the National 
Radio Institute, Washington, D. C., basifg its report 
upon reliable figures obtained from the Department of 
Commerce. 

Around 40,000 radio dealers did an annual average 
business of $14,527. The average price paid for radio 
sets was $163.50, and figures showed that about 40 per 
cent of the entire year’s volume was sold in the months 
of October, November and December. Indications point 
to a much greater volume in the remaining months of 
1929, concluded the report. 


4 


Radio A Production Aid | 


News comes from Providence, R. I., that the CeCo 
Manufacturing Company, makers of radio tubes, have 
installed twenty-two loudspeakers in the assembly and 
manufacturing departments of its new million-dollar 
plant. For one hour each morning and each afternoon 
music is broadcast over the connected system of loud- 
speakers. These programs have proved to be very popu- 
lar with the employees. So much so, that when in ex- 
periment they were omitted for one day, a petition was 
drawn up requesting them to be continued. 

Tests are being made to determine whether or not 
more than an hour of morning and afternoon music 
would be advisable. Foremen at the plant say that the 
effect of the broadcasts is to reduce fatigue, which in 
turn adds to increased production and decreased shrink- 
age in assembly operations. 

More than 1000 employees are enabled to listen to 
the music at their work through the loudspeaker 


hook-up. 
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. Ledge Display of Paint Brushes 


(Continued from page 43) 


when used in connection with paint shelving, the paint 
customers cannot help but observe the display of brushes, 
and as each size and type is shown in a separate com- 
partment having a conspicious price card, many brushes 
are sold without the necessity of a verbal suggestion on 
the part of the salesman. 

It shouldn’t be a difficult matter to sell every paint 
customer a good paint brush, especially when they are 
displayed in connection with paint by the ledge display 
method. Most paint users appreciate the advisability of 
using a good brush, if they afe at all particular about 
attaining perfection in the finished job. Cheap brushes 
shed their bristles, leave uneven ridges in the finish, 
are more apt to leave rought brush laps and are gen- 
erally unsatisfactory in producing a perfect finish. In 
addition, a cheap brush will only serve to produce a 
poor finish on one or two jobs at best, while a good 
brush can be used many times with perfect results. 


You Must Tell Them How to Use It 


(Continued from page 49) 


wasteful habit. So far as it goes, the brush business 1: 
as good as the paint business with us. 

In our field here in southeastern Kansas City w« 
see a swing toward painting instead of papering plastered 
inside walls, especially in the kitchen. But I expect to 
see the other rooms of the home finished in the rough 
and painted. That will be done more and more, I be- 
lieve. The effect is extremely attractive and often regis- 
ters a distinct improvement over wallpaper. This rela- 
tively new sector of the paint market is going to expand, 
if I am not badly mistaken. 

Of course, the paint trade’s slogan is a powerful 
factor in our favor. But while we are saving the sur- 
face, why not dress it up attractively? We used to be 
afraid of color. But no longer. Now many of us are 
out-gypsying the gypsies. Especially on interior work. 
Nevertheless, I believe we are still too sober in the use 
of house paint. 

Every house should be trimmed with an extra color; 
in many cases a third hue could be added to aesthetic 
advantage. Bad combinations, of course, should be 
avoided, but even bad combinations are scarcely worse 
than the average one-color job. Once I had a two-story 
house that needed painting. I told my family I was 
going to paint it yellow and trim it with white. 

They were horrified at the idea. But I went ahead 
with the yellowest yellow I could find and with the white 
trim. This house had shingle gables. The gables were 
painted red. 

People looked at that three-color job and liked it. 
Within ninety days two other houses in the vicinity 
blossomed out in the same fresh colors. Let’s sell more 





color, outside as well as in. 














Quality is readily apparent in Fair- 
mount Drop Forged Tools. They sell 
readily wherever they are displayed. 


But what is equally important is the 
fact that once the workman uses these 
tools, he is thereafter a Fairmount 
booster and a steady customer. 


Tempered and forged by skilled 
workmen who are instructed to “build 
in a maximum of service,” these tools 
stand an unbelievable amount of 
punishment. 


Thus, do they sell easily because 
they serve well. And thus do they 
become highly profitable for the hard- 
ware merchant. 


The popular numbers shown here 
are made in a variety of types and 
sizes. Prices and descriptive material 
will be sent on request. Write today. 


)irHe 
FA IR IrOUN T 





| 10611 QUINCY AVE CLEVELAND, OH!O 
FAIRMOUNT TOOLS GIVE SERVICE AND SATISFACTION 


TA 








BLES SELL 


Holiday Goods 





There’s still time to prepare 
your store for the Christ- 
mas rush. Heller Double 
Duty Display Sales Tables 
dress up your store and dis- 
play. your goods with that 
irresistible appeal. They pay 
for themselves quickly in 
extra sales and profits. 
Beautifully and substantially 
made and finished. 













Tear out this ad and pin e 
to your letterhead stating 

size of store. We will send 

you table catalog No. 76A, 

and will be glad to help you 

plan your store arrangement 

—No obligation. 


W. C. Heller & Co. 
700 Bryant St. 
Montpelier, Ohio 

or 

20 Vesey St. 

New York City 


HELLER 


BUSINESS BUILDING 
STORE EQUIPMENT 


























= 2 
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every Type and Size 





Reed and 
Prinee 
Produets 
inelude: 


Wood Screws 
Machine Screws 
Cap Screws 

Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Machine Screw Nuts 
Stove Bolt Nuts 
Chair Rods 
Stove Rods 
Seat Rods 
Specialties 


Available in any fin- 
ish — nickel, blued, 
copper, bronze, brass, 
galvanized, plain, 
polished, cadmium, 
chromium. 





Reed & Prince Screw 
Products can be depend- 
ed upon for unvarying 
uniformity in strength, 
finish and dimensions. 
Every Screw, Nut and 
Bolt meets the highest 
standards of quality and 
accuracy. 

For GOOD WORK use 
dependable Reed & 
Prince Products. Your 
largest requirements can 
be handled promptly. 
May we submit samples 
and prices. 





REED & PRINCE MFG.CO. 


WORCESTER, MASS..U.S.A. 


WESTERN BRANCH arCHiCAGO-121 NORTH JEFFERSON ST. 
eS lL LLL RRMA I 


8354 





CONSIDER 
THIS 
POPULAR 
HAMMER 


The Cheney NAILER stands alone. 
There is no other hammer like it—a 
nail-holding, nail-placing hammer, 
Cheney designed and Cheney made, 
practical, handy, unique. 

The NAILER is carefully made of 
highest quality materials. Head of tool 


steel, perfectly tempered, handle of 
second-growth hickory. The clever nail- 
holding niche in the head allows for 
quick insertion of practically any size 
nail and for convenient nail-setting 
one-handed far higher than a two-hand 


reach. 





Mechanics—in fact, every man who 
ever uses a hammer—quickly see the 
time and labor saving possibilities in 
the wonderful NAILER. That’s why 
the NAILERS are such a quick selling 
item. Your jobber carries Cheney 
NAILERS. 





PRENTISS VISE COMPANY 


106-110 LAFAYETTE ST., NEW YORK CITY 
3414 
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No. 9747 
Fish Spear 





No. 9757 
Frog Spear 


Every 















No. 9745 
Fish Spear 


Need 


Write us for a Catalog, Ask your Jobber for Prices 


ARCADE 


HARDWARE 
and TOYS 


Arcade Manufacturing Co. 
Freeport »Tllinois 








No. 9742 
Fish Spear 


as the slot is force 


in 3”, 4%” and 6 


ishes. 


H-K 229. Frant 
Sterling, Illinois. 


No. 9753 
Frog Spear 


A Hasp /hal 


serves as alatch 





N addition to beng the finest Safety Hasp 
made, the FrantZ No. 717 is practically 
a Latch, for the “automatic” staple lifts up 


when the pad is parallel with the building. 


Made of wrought steel, the No. 717 pos- 
sesses remarkable strength. The screws 
are entirely hid when the Hasp is closed. 
The staple is large enough to permit: the 
use of any standard padlock easily. Made 


bright steel, japan, antique copper, dull 
brass, bronze and electro-galvanized fin- 


The No. 717 Safety Hasp sells easily when 
its features are demonstrated. It is priced 
right. For information and prices on the 
complete line of FrantZ Hasps, write Dept. 

























d over it and drops down 


” sizes and furnished in 


z Manufacturing Co., 
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Py P chegie- 
forests come SALLEE 
HANDLES / 





ANDLE stocks that come to you 

from Sallee Bros., are cut from 
the best timber belts in Arkansas, Mis- 
souri, Louisiana and Texas. 


We believe the manufacturer who best 
serves the consumer is the one who gives 
particular attention to the selection of 
raw materials as well as capitalizing on 
specialized milling processes. 


An increasing number of jobbers are 
placing their handle orders with Sallee. 
They know this brand is quick turnover 
stock, yielding a good profit to them- 
selves and their retailers. 


Handles for every type of tool. 
Prompt shipment on your order. 


SALLEE BROS. 





CIT SEs: x 





All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 
| line of GRIFFIN Hinges 
and Butts. 7 7 7 + 





E RIE, PENNSYLVANIA 








POCAHONTAS, ARK. 


“Years of experience—from tread mill to 
modern plant production.” 











“ Branch Office, 


w York, 45 ho ee St. 
B58 W. 








Rekee 703 Market St. 
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| A box chock 
| 2x || full of friend- 
Joes] ship for your 
: | Store. 











How many tacks in a box? Just so many 
emissaries of either good will or indiffer- 
ence, 


Every Atlas box is “chock full” of good 
honest quality tacks. Just so many clean 


every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 





cut, sharp, serviceable tacks that please’ 


Chair 
Tips 















No. 12, 1 inch 


For the Sharp Ends 
of Rocking Chairs 


have quickly found favor with the 
trade. A positive protection against 
the sharp ends of 
rocking chairs. 
Durable and easily 
fitted to the rocker. 


Catalog, prices and 
terms on request. 


Elastic Tip Co. 
370 Atlantic Ave. 
Boston Mass. 





No. 13, % inch 








SOLDERING LUGS— 


All Styles, Sizes, Quantities 


SEAMLESS TUBING— 
Lengths and Coils 


We want to quote where quality counts 











ERS cuRRON 


4 YY 
MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—to 
make it ible an ient for clerks and stock men 
to handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strenyth for 
safety, convenience and efficiency. One style only—neat of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


mE FEMYERS & BRO.co. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


















































Show any 
carpenter or 
builder a 
Skilsaw and 
he’ll sell it 
to himself. 
Skilsaw pro- 
vides its own 
“sales talk.” 
The profit on 
a Skilsaw is 
something 
you won’t 
want to over- 
look. 
SKILSAW, INC........ 3317 Elston Ave., Chicago, Ill. 


SKILTSAW 














ofr CONSTRUCTION 
ie lg BP moe 





Made to stand the gaff of 
hard service—designed right 
to cut through wood smooth- 
ly, quickly. Write today for 
illustrated folder and price 
list. 











Snell Manufacturing Company, Fiskdale, Mass. 
Bales Representatives 
Joun H. GranamM & Co., 113 Chambers 8t., New York City 
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Built to LAST 


In selling trucks, 
remember that 
what the customer 
gets OUT of them 
depends entirely 
upon what the 
manufacturer puts 
INTO them. 


In FAIRBANKS 
Hand Trucks 


we use only QUALITY 
materials that last and 
insure their easy rolling 
by the use of HYATT 
Roller Bearings, where 
required. Ask your 
Jobber. 


Send for Catalog No. 30 


The Fairbanks Co. 


Boston, New York, Pittsburgh, 
Rome, Ga. 


Distribution in all 
Principal Cities 





Fig. 


Cross- 


wood. 


Barre! Trucks 





Wood 
Screws 


Rivets 
Roofing Nails 
Scratch Brush Wire 








THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 











No finer 





shears 


scissors and 


are to 


be had than 


those b 


earing 


the mark 


Made at the world famous 


TWIN BRAND 


Reg. U. S. Pat. Of 


J. A. HENCKELS TWIN WORKS 


Solingen, Germany 


J. A. HENCKELS, INC., 


NEW YORK 














Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For example, on pages 7 to 79 it indicates by the key 
number 40 which hardware wholesalers handle paints 
and varnishes. 


‘Then, the Hardware Retailers on pages 80 and 353 who are 
rated 1, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mentioned. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c. to $1.00 Syndicate Stores pew je hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen’s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


It really is 16 directories in one. 
Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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BULLS EYE The Best Way to 
Sell Air Rifle Shot 











Where Speed Means Profit 








The Segal Key Cutter cuts all makes of 
flat, cylinder, or paracentric keys AC- 
CURATELY, at the rate of a key a 
minute. That’s why the 


Segal Key Cutter 


pays for itself in a few 
months. So sim- 
ple anyone 
can operate 
it. Used 
successfully 
by hundreds 
of hardware 
dealers. Made by— 


Segal Lock & Hardware Co., Inc. 
12 Warren St., New York City 
Makers of fimmy-proof locks, latches and padlocks 





Write for 
Literature. 








ON’T sell air rifle shot in bulk— 

it is too unhandy and wasteful. 
The most profitable way is to sell Bulls 
Eye Steel Shot, in the handy nickel 
tube, convenient for you and the cus- 
tomer. BULLS EYE Steel Shot now 
recommended for use by makers of leading air rifles. Order 
from your jobber, or for full particulars write 





DAISY MANUFACTURING CO., Plymouth, Michigan, U. S. A, 
Sole sales agents for American Ball Co. Factory at Minneapolis, Minn. 


BULLS EYE etrtz SHOT 





PELOUZE 
New Household Scale 
DE LUXE 
Capacity 24 pounds by 
ounces, Artistically de- 
signed. Sturdy, compact 
construction. Beautifully 


enameled in the choice of 


several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order early through your 
jobber. 


PELOUZE MANUFACTURING CO. 


232 East Ohio Street, Chicago 


Manufacturers of reliable scales for 
many purposes. Send for catalogues. 


Specify “PELOUZE” in ordering of your jobber 


Allith 
ROLLING LADDERS. 


like Allith hangers—are always 
on the track. They speed up sales 
by reducing the time needed for 
each sale. They are attractive, 
durable, roll quietly and run free- 
ly. Your post card will bring 
prices and information by first 
mail. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 


No. E30—Enamel Dial 
T-30 with Scoop 
No. G30—Glass Dial 











— 











Improved ‘‘Barnes’’ Type Pipe Cutter 
from the ARMSTRONG BROS. 


Line of Better Pipe Tools. 









This 3-wheel Barnes type is especially 
adapted to work where the cut- 
ter cannot be revolved en- 
tirely around the 
pipe. 







Bodies of Certified Malle- 
able Iron—Pins of carefully 
hardened tool steel. Wheels 
of special Alloy Tool Steel 
— Improved Knife Blade 
Design— Cut faster, last 
longer. 





Write for ARMSTRONG BROS. TOOL CO. 
Catalog “The Tool Holder People” 
P-10 Chicago, U. 8S. A. 


314 N. Francisco Ave., 

















D bed FLUXES 
PERFECTLY 
Big companies like General Motors 
Used Corp., General Electric Co., Buick 
Motor Co., Atwater Kent Mfg. Co., 
b Delco-Light Co., Eastman Kodak Co., 
y and others use Rubyfluid Soldering 
Flux because it gives entire satisfac- 
the tion. 


Free from poisonous fumes, never cor- 


Le i rodes metals—good seller to ALL who 
ading do soldering and tinning. 
Concerns Send for Free Samples and Prices. 


RUBY CHEMICAL CO. 


68 McDowell Street, Columbus, Ohio 


















































23, 5 
Fig 1062 Fig. 1809 Fig. Fig. 50 
=i, MANUFACTURING PUMPS 
EXCLUSIVELY SINCE 1880 
@ 
’ ‘SALEM, OHIO 
A COMPLETE LINE—A PUMP 
FOR EVERY PUMPING NEED Fig. 80 
Fig.516 Fig. 1444 Fig. 2085 Fig. 125 Fig. 1531 
N 
E 
Ww J 
! Voughan’s 





A real all-purpose can 
opener—with new fea- 


ti < By ” 











tures. Thumb and Hand rie wh 
guard — Friction Can C O 
Opener (Tempered) that an pener 
folds back into Handle. New! Practical! The latest 
\ thing out—the Vaughan all-in-one 
PAT. APL. FOR S Can Opener Combination Has 
a > a Safety Guard that protects 
er thumb and hand—a_ tempered 
friction can opener—bottle opener 
Lo . 
a t and cork srrew Genuine tool 
steel flexible tempered blade. A 
| OPENER wonderful kitchen tool and a 
sure seller. Retails for ten cents. 
1} FOR ALL Send for sample and price. 
\| FRICTION Vaughan eaveity Mfg. 
hs | CANS J Mir. of quaitin * Kitehen Tools 
821! Carroll Ave. Chicago, Ill. 
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The symbol of quality 
in chain 


There is an ACCO Chain for 
every industrial, farm and home 
purpose—in bulk or made into 
specialties. Concentrate on this 
profitable quality Une. Made by 
the world’s largest manufacturer 
of welded and weldless chain. . 


MERICAN CHAIN COMPANY, Ine. 
‘s Bridgeport, Connecticut 











KANTIINK 


SPRING LOCK WASHERS 
DONOTTANGLE DONOTRUST 


Made and sold under license 
by the Kantlink Manufacturers: 


The American Nut & Bolt Fastener Co. Beall Tool Co. 
Pittsburgh, Pennsylvania East Alton, Ill. 
The Mansfield Lock Washer Co. The National Lock Washer Co. 
Mansfield, Ohio Newark, N. J., Milwaukee, Wis. 


The Positive Lock Washer Co. The Reliance Manufacturing Co. 
Newark, New Jersey Massillon, Ohio 


PAY THEIR COST IN TIME SAVED- SOMETIMES MORE 
AR + 











Quickly Adjustable for the Job 


The B. & C. Adjustable “S’’ Wrench ad- 
justs quickly—fits various sizes of nuts, and 
gives lasting satisfaction. 


Bx Always a steady seller. 
HARK BEMIS & CALL CO. 


Springfield Mass. 











iE i Ran tate tee A et 








Meet Your Trades Need 


uJ ee 
. 













& GATES 


carry anice profit 


i 


EVERYTHING Write for Catalo i 
7 . gs and Prices 
MT ROM sonee ) The Stewart Iron Works Company, Inc. 
540 Stewart Block, Cincinnati, O. 













Doubly Identified 


All Columbian Tape-Marked Rope, % inches 
and larger in diameter can be identified at a 
glance by the new red, white and blue SUR- 
FACE MARKERS. The Tape-Marker contain- 
ing the famous Guarantee is placed in all sizes. 


Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 


Branches :— 
New York Chicago Boston New Orleans Philadelphia 


Columbian pivan Rope 








u 


BETHLEHEM PRODUCTS 


of interest to the Hardware Dealer 


CAMBRIA FENCE and Steel Fence Posts 


WIRE: Barbed, Barbless and Twisted, 
Processed, Bright and Galvanized. 


NAILS: Cement-Coated, Bright, 
Blued and Galvanized. 
WIRE RODS STAPLES BALE TIES 
’ BOLTS NUTS RIVETS 









& Bethlehem Steel Company 
General Offices: Bethlehem, Pa. 


| BETHLEHEM 














CORBIN 





THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicage, Philadelphia 
Western Factory—Dayton, Ohice 




















~ ~Metal ' 


WindowScreens 
IN COLORS 


. Distributors and Dealers 
write for Sample and Prices 
Enlarged section shows the 
double locking feature of this 


all-metal window screen. 






















A continuous steel rod and electro welded frame 
make the APEX Screen rigid and durable. 
APEX Screens are furnished in six sizes, with 
Black, Galvanized or Bronze Wire Cloth. 
Frames in Baked Enamel Colors. 
Made by 


S. & AsMetal Products,Go., Inc. 
421-427 Oneida St. “ee SYRACUSE, N.Y. 
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REFRIGERATOR AND BUILDERS’ HARDWARE 


Combination Padlocks 


STURDY CONSTRUCTION 
SIMPLICITY IN DESIGN 
AND OPERATION 


Better Hardware in Brass 
and Bronze 


Greene Tweed Corp. 
9 Liberty St., Newark, N. J. 



















CLOTHES 
WRINGERS 


with the features of the latest 
washing machine wringers. 
LOVELL MANUFACTURING CO. 
ERIE, PA., U.S. A. 








A practieal 
transit that’s 


proven 
seller 

















% Bright-or 
= Head Nails 


Sell at 50% Above Cost. Every Customer a Sure Repeater 
These nails will add years to the life of the roofing or 
siding. And your profit on the nails will be almost as 
much as on the steel. 
Dickson Nails are lead-headed by a patented compression 





process that ae envelopes nail heads in pure cold 
lead. They run 55% to 60% more nails to the pound 
than cast head nails —and cost you no more per keg! 


Sizes 1%, 1%, 2, 2% and 2% inch. Bright or gal- 
vanized. All No. 10 gauge Barbed. 
Send for sample and names of nearby jobbers handling 
the line. 
Dickson Weatherproof Nail Co. 


Church Street Evanston, Illinois 








ie It’s: volume that 
x AES 


er) pays. 
IVER JOHNSON 


Shot Guns, Rifles, and Revolvers sell eas- 
ily and quickly, because they represent 
extraordinary value at a moderate price. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 





New York Chicago San Francisco 
151 Chambers St. 108 W. Lake St. 717 Market St. 














Stone Splitting 
Wedges and Shims 


Complete Catalog of 
Granite Cutting Tools 
.and Supplies on request. 


Trow & Holden Co. 


Barre, Vermont 








4 


‘RRR RINE eS 
Known and Trusted 
for their unfailing 
accuracy — 

BS 





Brown & SHARPE 
TooLs 


“World's Standard of Accuracy” 





\ 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


Yate) = an OO). 0D. 


SAMSON SPOT, PHOENIX and SACHEM brands 
Pr VaR eictiverteskelaenriitaacelalesertastulir atte 


“There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS * COTTON TWINES 
Send for catalogue, samples and selling informatitn 
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Classified Opportunities 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 


Positions Wanted Advertisements 
50% off rates quoted 





Address your advertisements and replies to 





Bet Solid, Minimum of 5 lines... .$3. 
Each additional line 60 
All Capitals, Minimum of 5 lines.. 4.00 
Each additional line............ 80 
Average 10 words to a line 
Allow One Line for Keyed Address 





Hardware Age, Classified Oppor- 
tunities, 239 West 39th St., New 


Discounts for Classified Advertising York City 
& i ° H 
insertions, 10% per! 8 insertions, 15% Harpwars Acs is published eack Thursday. 





Forms close Nine Days previous to date ef 





Remittance Must Accompany Order publication. 


Samples of merchandise, literature, catalogs, etc., requiring more than ordin ref d should t 
p ght Bn grt Ragen t W24 ordinary reforwarding postage sho Bo 








BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








VACUUM CLEANER PARTS 


Attachments, brushes, belts, bearings, wheels, assembly and motor 
parts and all else. Largest line. Highest quality. Lowest prices. 
Rebuilt cleaners. All makes. Any quantity. All fully guaranteed 
for one year. Equal in action and appearance to the new. 


UNITED ENTERPRISES, INC. 
13047 Athens Ave., Cleveland, Ohio. 














FOR SALE—Hardware, Paints, Harness & Luggage Business. In south- 
western corner of South Dakota, a City of 37,000, 5 railroad lines, several 
large Industrial Plants surrounded by good agricultural and dairying 
territory; a good going business, long established, and best reputation, 
good clean stock. Inventory about $15,000. Can be reduced to suit 
yurchaser. Reason: for selling: old age. Address Box I-610, care of 
Hanpwast Ace, New York City. 





FOR SALE—A $2000.00 Stock of Hardware and Paint in Dayton Ohio— 
Every body knows of Dayton’s expansion and progress. A money maker, 
Established 20 years, Rare opportunity, Ill health, address owners, Chas. 
H. Brower & Son, 624 Wayne Ave., Dayton, Ohio. 





FOR SALE--Hardware store established 15 years, in excellent location, 
Metropolitan district; good proposition., last inventory $12,000; reason for 
selling: owner leaving town. Address Box I-609, care of Harpware AGE, 
New York City. 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 














SALES ACCOUNTS WANTED 








FOR SALE—Hardware Store in Metropolitan District selling paints, 
plumbing supplies, hardware, housefurnishings, etc. Modern Heller_fix- 
tures. Best reasons for selling. Stock will inventory about $5,000. Won- 
derful ogre 2 to buy a live business. Address Box 1-586, care of 
Harpware Ace, New York. 





HELP WANTED 


WANTED Experienced Hardware man selling to Jobber & Chain Stores. 
If proven business getter will have chance to become partner in organiza- 
tion. State experience and references. Address Box I-601, care of 
Harpware Ace, New York. 








A large importer of highgrade hardware wants energetic Sales Repre- 
sentative in inneapolis to cover the Northwestern territory. Address 
Box I 603, care of Harpware Ace, New York City. 


POSITIONS WANTED 





SOUTHERN REPRESENTATION 


Salesman having visited the wholesale hardware, 
Drug and Notion trade, also department stores 
and large retail hardware stores in the principal 
Southern Cities, for the past twenty-five years, 
and a member of the Old Guard Southern Hard- 
ware Salesmen’s Association, can add one more 
representative line. 


Address Box 1604, care of Hardware Age, 
New York City 











EXPERIENCED SALESMAN knowing wholesale and retail hardware 
trade in Metropolitan New York intimately. Seeks position either salary 
or commission with drawing; accustomed to five thousand annual earnings; 
now employed; good appearance, pabl dependable; age thirty-five, 
drives good car, Christian, married, references. Address Box 1-583, care 
of Harpware Ace, New York. 








EXPERIENCED MAN WANTS immediate position with an Eastern 
manufacturer, jobber or large retailer whereby he can put his nine years 
of hardware and mill supply knowledge to best advantage. Want only 
osition ie _ Address Box I-608, care of HArpware AGE, 


ew York, N. 





MAN with Sales Experience in general Hardware lines seeking connection 
with representative manufacturer. Best of references—personal interview 
desired. Address Box I-605, care of Harpware AGE, New York City. 





POSITION with hardware manufacturer selling jobbers and deépart- 
ment stores in Eastern and Middle West States. Experienced, single. Avail- 
able Jan. Ist. Address Box 1-607, care of Harpware Ace, New York City 





POSITION SEI.LING JOBBERS, dealers and department stores in 
Pennsylvania, Ohio and West Virginia. Experienced. Best of references. 
Address Box 1-606, care of Harpware Ace, New York City. 








MANUFACTURERS’ REPRESENTATIVE, Young man, capable, 

experienced, salesman 10 years with nationally known manufacturer, past 

two years as Assistant Sales Manager. Desires one or two lines of merit 

to hardware and sporting goods jobbers. Illinois, Wisconsin, Minn., Iowa, 

Nebraska, Kansas, and Missouri. Thoroughly acquainted with trade. Best 

oo Address J. Boyd Johnson, 2114 Carroll Avenue, Chicago, 
inois. 





EXECUTIVE SALESMAN desires immediate connection with manu- 
facturer, selling to Hardware Jobbers, Chain Stores, Drug Chains, and 
large Department Stores in New York. Excellent references; commission 
basis only. Address Box 1-590, care of HarpwAre AGze, New York. 





MANUFACTURERS REPRESENTATIVE covering Illinois very 
thoroughly can handle additional quality line for retail hardware trade. 
(gaa established accounts in all towns. Address Box 235, Peoria, 

inois. 





MANUFACTURERS agents operating in Montana and Wyoming desire 
additional hardware and stove lines on straight commission basis. Address 
Box 1-611, care of Harpware AGE, New York City. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 





WANTED—One of the large manufacturers of Builders’ Hardware 
making a complete line, desires sales representative on a commission basis 
for the territories now open, being States of North Dakota and South 
Dakota, States of Missouri, Arkansas; States of Nebraska and Kansas 
and the State of Iowa. Address Box I-594, care of Harpware Ack, 
New York City. 





ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. lb. basis. Fast selling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 82 South Street, New York City 
(Foot of Wall St., and East River). 


SALES REPRESENTATIVES WANTED 


REPRESENTATIVES calling on hardware jobbers and furniture 
manuufacturers to handle our line of Soss Invisible Hinges. Following 
territories open—Pennsylvania, Ohio, Indiana, also Southeastern and 
middle western states. Soss Mfg. Company, Roselle, N. J. 








WANTED-—salesmer calling on first class retail hardware stores by 
manufacturer of high grade tool chests. Must have good references. 
Address Box 7352-A, care of HarpwareE AGE, 1507 Otis Building, Chicago, 
Ill. 








COMMISSION SALESMEN IN EACH STATE for manufacturer of 
aand tools and hardware specialties. Advise territory covered and houses 
-epresented. Address Box H-638. care of Hampware Acr. New Vork Citw 








tunities. 


Try it and see. 


Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,’’ were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go” for 
hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 


reckon that men know where to “go” to find these oppor- 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Address-— 


Hardware Age, 239 West 39th St.,New York 


‘‘Classified Opportunities Section”’ 








Hardware Age. 





WHERE BUYERS and SELLERS MEET 


HEN you are in the market to buy or sell a store, to secure help 
or a position, or to secure sales representatives or a sales account 
look over the offerings in the Opportunity Exchange section of 
If you don’t see just what you want, ask for it as 
there is always some one who will be interested in your proposition. 


Rates on Request. 


HARDWARE AGE aysciinnge Devt. 





Hardware Age is the 
authoritative national 
hardware paper and is 
read by dealers and 
jobbers in all sections 
of the country. 


239 W. 39th Street, New York 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is 


published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 





ee & ee ee — 
Acme White Lead & Color Wks. — 
Addison-Leslie Co. ............ 
EE ee eee _— 
Pee NO ck oss cae — 
Institute... - 
PRO RMA WENOS oo nsicceesewie _ 
ee ee re _— 
Alliance Mfg Co............ 19, 20 
AMi-Prouty Co. 6. 2. <5600es0- 93 


Alexander Hamilton 


Almo Trading & Imp. Co...... _ 
Miperier Br06) CO... sos vce ss _ 
Aluminum Wares Association... — 
American Chain Co............ 94 
American Flyer Co............ 

American Fork & Hoe Co 


American Gas Machine Co 22 


ie, ee ee - 


Handle Co........... 24 
American National Co 


American 
American 


American Nut & Bolt 


American Ring Co............. 
American Saw & Mfg. Co. 
American Screw Co............ 36 
American Sheet & Tin Plate Co. 
American Stainless Steel Co... 
Steel & Wire Co.. 


American Swiss File & Tool Co. 


American 


American Telephone & Tele graph 
|e en eee eee 
a ee 
Ames Shovel & Tool Co.... 
Anti-Borax Compound Co 


Arcade Mfg. Co............... 89 


American 


acter 93 
Armstrong Electric & Mfg, Corp 
Armstrong Mfg. Co......... 
mips: € Cow Bi. hdc &. 2 38 


Atlas Ansonia Co:........... 
Atlas Tack Corp.......... | 
Atomister Corp. ....... 


Auto Vehicle Parts Co......... - 
Autoberth Co. 


Babcock C., The W. W........ ; 32 
Badger Rubber Works — 


Baeder-Adamson Co. .......... 32 
Bakelite Corp. ................ — 
Baker, Geo., & Sons.......... 27 
Baker-McMillen .............. _ 
Banks Steel Post Co........... -— 
Barney & Berry, Inc........ _— 
Barton Corp., The............. —_ 
NED, ols oo See cine 5 — 
Bead Chain Mfg. Co........... — 
ME IO ob navn es ss ce os - 
Beckley Ralston Co............ — 
ae oa Ne | a eee 2 oh ae 86 
Beisser Key Machine Co....... a 
a eee re 94 


Bridgeport Chain & Mfg. Co... 
Bridgeport Hardware Mfg. Co... 
Bridgeport Screw Co........... 
Brown & Sharpe Mfg. Co...... 
Buffalo Wire Works Co., 
Bunting System, The........... 


[ec < 


Burton Boston Brush Co....... 


Bush-Nu Co. 


eo Ee, ce ee 


Carboruhdum Co. 
er 


Chain 
Champion De Arment 
Chase Brass & Copper Co...... 
ether & Bata GB. 5.0.55 26.03% 
Chevrolet Motor Co............ 
Chicago Flexible Shaft Co..... 
Chicago Roller Skate €o....... 
Chicago Spring Hinge Co...... 
Chipman Chem. Eng. Co....... 
ee ge 
Claues: BUGS Daksa scenes tess 
Chempon Bros., Une... 6 icc .sses 
Cleveland Quarries Co......... 
Cleveland Twist Drill Co....... 
Cleveland Wire Spring Co...... 
ge eee 
Coldwell Lawn Mower Co...... 
Coleman Lamp & Stove Co..... 
Columbian Rope Co............ 
Columbian Vise & Mfg. Co..... 
Comemiens COG. sac senccssccss 
Congoleum Nairn, Inc......... 
EM sxcvanes 
Continental Steel Corp......... 
Cock Company; 81. Cs. esis. 
Cook’s Sons, Inc., Adam....... 
Corbin Cabinet Lock Co........ 
ere PO Be kaa snc tee 
Codbem Seton Toetti..s oo05002605 


Continental Screen 


Corsetan’ Bete. G0. ...s 6. oe cic 
Corning Glass Works.......... 
Cortland Grinding Wheels Corp. 





Capital Furn. Mfg. Co......... - 


Bergman Tool & Mfg. Co...... -- 
Berss Go.,; Tari, Oe: 5.6 005s 
Bethlehem Steel Co............ 
Birtman Electric Co..........- 
Bissell Carpet Sweeper Co...... 
Te OAR Se en 
een Peers BOs 6. ose cs 
Bluffton Slaw Cutter Co....... 
Bommer Spring Hinge......... 
ee Ss Res WE 6 s2k0506546 00s 
Boston Woven Hose & Rubber 
Dh Gotebsutareececesoree see 
Boucher Mfg. Co., H. E....... 
Broek Mies 000.;. 1.85 3c cscs _- 
a de & ee | 
ere 


Burnley Battery & Mfg. Co..... -- 


PRES FOR nes sscens - 
Tool Co.. — 


Consolidated Electric Lamp Co... — 





COBeenE “TE: Ss ooo 6s és ewe ss 
Cronk & Carrier Mfg. Co....... 
Coomn Cork & Seal Co........ 
Cyclone Fence Co.........-...- 


D 
aley WERe. AGO soo. co pccccees 
Day-Fan Elec. Co...:..........- 
Dazey Churn & Mfg. Co....... 
De Laval Separator Co......... 
Se NTs se Tox ont 0s 0-s-0 
Deniston Co. 
Dexter Co. 


Diamond Calk & Horseshoe Co.. - 


Dickson Weatherproof Nail Co.. 
ae ee Re eee ee 
Display Material Co............ 
Disston & Sons, Inc., Henry.... 
Dixon Crucible Co., Joseph..... 
Domes of Silence, Inc.......... 
Dorian ep TMs seis cece ecass 
oe a erry 
Co ee Bee eee 
Duluth Show Case Co......... 
Du Pont & Co., 

gE: I. 


de Nemours 


ee Ce Gia hv da eck uaseusus 
Eagle-Picher Lead Co.......... 


Earl Radio Corp., Freed-Eisemann 


Bastern Nall Goss iicssinic ccc scee 
Eastern Tool & Mfg. Co....... 
cg Og 0 errr se Srey oes 
Eclipse Machine Co............ 
Economy Plumber Co........... 
Edison Elec. Appliance Co..... 
GD, so Se awasicscecaasuy 
Re Oe per re rere 
Electric Cujlery Co............ 
Enterprise Mfg. Co............ 
aterineg GEG. GOs. .02 sivas coe 
Evansville Tool Works......... 
Biaeiy Gi. TMs ov isedesesccs 


SS eee errr er 
Fairmont Tool and Forging Co. 
Farrand, Inc., Hiram A........ 
er ES eee ee 
Fate-Root-Heath Co. ........... 
Paaiticss Caster Go.....ceccsss 
Favorite Stove & Range Co..... 
Federal Washboard Co., The... 
Fitewerald Mig. Co.......:0s0- 
Fletcher-Terry Co. 
Flexible Steel Lacing Co....... 
ge ae Oe re 
Foster Bolt & Nut Co.......... 
oe ye © er ee 
PECTED, dc pasrnndeeeaseus 
Freed-Eisemann Radio Corp.... 
French Battery Co.........e20+ 


G 
Gendron Wheel Co............. 





General Fireproofing Co........ 
General Wheelbarrow Co....... 
Getz Power Washer Co........ 
Gierling, Emil 
Gilbert & Bennett Mfg. Co.... 
Gilbert Clock Co., Wm. L...... 
Gillette Safety Razor Co........ 
Good Housekeeping 
Goodell-Pratt Co. ...202csccrees 
Goodrich Rubber Co., B. F., The 
Grand Rapids Hardware Co..... 


Greene Tweed Corp. of N. J.... 
Greenfield Tap & Die Corp..... 
Greenlee Tool Co......-.000:- 
Griffin Mfg. Co.......csseeeeee 


Hagerstown Leather Co., Inc.... 
US Sere 
Hanlon & Goodman Co......... 
Hanson Scale Co........-.++0+- 
Hardware Age Catalog......... 
Harrington Cutlery Co......... 
Harrington-Richardson Arms Co. 
Heller & Co., W. Caco. sciees 
Henckels, Inc., 
Hercules Powder Co.........-- 
Hercules Prods., Inc.........+> 
Herschel Mfg. Co., R.....-..+- 
Hibbard, Spencer, Bartlett & Co. 
Hill, N. N., Brass Co......... 
a © a ne ee 
Holmes Products, Inc.........- 
Holzindustrie Stadtilm 
Hloover Go. .occccccnccocseccse 
Hoover Steel Ball Co.........- 
Hoppe, Inc., Frank A.......--- 
Horton Mfg. Co......cecscoses 
Hotel Gibson 
Household Magazine, The...... 
Houze Convex Glass Co., L. J.. 


I 
Imperial Bit & Snap Co........ 
Independent Lock Co........... 
Indiana Rolling Mill Co........ 
Indiana Steel & Wire Co....... 
Indianapolis Cage Corp......... 
Ingersoll Watch Co., Inc....... 
International Nickel Co........ 


Jennings Mfg. Co., Russell..... 
jiffy Boiler Plug Co... 2.20000 
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Johnson Outboard Motors Co... 
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Since the Wright 
Rooster trade- 
mark was intro- 
duced, consum- 
ers look for it in 
their poultry 
netting. Those 
who have used 
Superior Brand 
demand it when 
they are in the 
market for more. 


G. F. Wright Steel 
& Wire Co 


Worcester, Mass. 























Nut¥P 


Locks in any position 


When the main screw on the NuTYP vise is loosened, the 
horizontal swivel in the cylindrical body of the vise can be 
readily turned to any angle. When the main screw is tight- 
ened to clamp the work, the swivel is clamped tight. his 
feature, with the quick-acting vertical swivel and two sets 
of jaws, makes the NuTYP the most convenient vise ever 
offered for a wide variety of work. 


Ask for folder illustrating a few of the many special uses 
of the NuTYP. 


Oswego Vises, Wrenches and other tools have behind them 
more than forty years’ experience in manufacturing high- 
quality tools for hard service. 


The OSWEGO TOOL COMPANY 


Oswego — New York 























They Slide 
Softly and 
Silently 


Every Home 
Needs Them 





DOMES of SILENCE 


Save furnituré, carpets and floors. Made of highest 
grade steel. Beautifully finished and correctly shaped. 
Seventeen years of constant sliding service without a 
— If your Jobber cannot supply you—write us 
irect. 





APPLYING 
We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, Upholstery Nails, etc. 


DOMES OF SILENCE, INC. 


21 Pearl Street New York City 














CARTRIDGE 


BLANK PISTOLS 





The Best Present on the Tree 


is a Kenton Blank Cartridge Pistol. From now on, 
the holiday demand will increase and the dealer 
who has a complete stock of these safe pistols will 
be the one to profit. 


Make your Christmas especially merry by enjoy- 
ing the added sales Kenton pistols will bring you. 


Made in three sizes, buffed nickel, or polished 


nickel finish. Ask your jobber, or write us. 


KENTON HARDWARE COMPANY 


Kenton, Ohio 
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For Homes That Want 


Wi Cc KAWIR! 
BYTE 


‘WIRE CLOT! 





The Highest Grade Wire Cloth 


Not a single complaint in over 35 years. That’s 
the record of WICKWIRE BRONZE Screen 
Wire Cloth. ° 


This brand is made for customers who seek the 
best. It is ABSOLUTELY RUSTLESS—not 
affected by salt air, acids or gases. 


Made from a special alloy of 909% Copper and 
10% Zinc. The Zinc acts as a corrosion resister 
and also supplies the required tensile strength. 
Only FULL GAUGE wire is used. 


We control every operation from raw material 
to finished product in making WICKWIRE 
BRONZE. You cannot sell a more satisfactory 
brand. 


Furnished in 14, 16 and 18 mesh wire, in even 
inch widths 18” to 48”. 100 lineal feet to the roll. 


Your Jobber Will Supply You 


 ememesenca: 
Ss Sc anes ae 
‘ser eaee: 


ite 





WICKWIRE 
BRONZE 
Withstood the Test 


During the construction 
of the great Panama 
Canal, WICKWIRE 
BRONZE Wire Cloth 
was put to a severe test 
against the germs of the 
Yellow Fever Mosqui- 
toes. 


It withstood every test 
and was so thoroughly 
satisfactory that the En- 
gineers of that wonder- 
ful canal adopted it as 
the Standard. 


Our Other Brands Screen 
Cloth 


Cortland Black Enameled 
Cortland Gray-Wick 
White Metal Finish 

Wickwire Premier 
Wickwire Copper 
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HORTON PERFECT 36 : HORTON PERFECT 36 
ELECTRIC WASHER y a ¥ ; GASOLINE ENGINE 
Porcelain enameled tub. Pure { — \ be 4 WASHER 
white inside and out. Frame is ad : me j Copper tub. Inside is nickeled. 
‘ ; - The outside two-tone Duco fin- 


lusk green. Fittings are nickeled. — of 
For homes with electricity. ish. For homes without electricity. 


HORTON 
AUTOMATIC 
IRONER 


With 30-in. complete full 
open-end roll, Electric or gas 
heat. Electrically driven. 





We Cal] tt the Perfect Db” 


AND MEAN IT 





V 


BUILT with the precision of the finest 
engineering practice, factory-proved to 
the last degree, the new Horton Perfect 
36 goes into service in the homes of 
America with its mechanism sealed. 
This fact alone signifies the sincerity of 
our belief that this new Horton establishes 
an entirely new standard of service and de- 
pendability in the washing machine world. 
Everything we have learned in the 58 
years since Horton built America’s first 
washer, has gone into the design and 


V 


manufacture of the Perfect 36. Dealers are 
impressed with the elimination of service 
calls brought about by this achievement 
in fine manufacturing. 

For the striking beauty of its appear- 
ance, as well as for the efficiency of its 
washing action, this newest Horton has 
won instant acclaim. Already it is far out- 
selling every previous model. 

Can you afford to ignore the sales op- 
portunity which the Perfect 36, and its 
companion, the Horton Ironer, present ? 


HORTON MANUFACTURING COMPANY 
FORT WAYNE, INDIANA 


SD TR NY Washers 


lroners 


A be 








